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Striking display designed by A. H. Kagey, Display Director for Mandel Bros., Chicago. The Bodine-Spanjer Co. 
collaborated in the manufacture of the properties employed. 


ILIGENT and painstaking attention to every detail characterizes the endeavor of every 
designer and artisan of The Bodine-Spanjer Company, and to this rule is attributed the 
organization’s conceded leadership in the display industry. Bodine-Spanjer products are 
symbols to the creative genius and skill of those within the organization—and the display master’s 


assurances of superior value. 


The Bodine-Spanjer Co. 


Designers and Makers of the World’s Standard Window Display Decorations 


1160 CHATHAM COURT, CHICAGO 


Regular Catalogs Issued 
Send for Your Copy 
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A Glowing Tribute to | 
BAER WAX FIGURES 


Progressive merchants make their windows sell more merchandise 


Some of the Merchants who have purchased 
BAER’S Wax Figures during the past year 


C.W. KLEMM CO. MEIER & FRANK CO. FAMOUS & BARR CO. STIX. BAER & FULLER DORSEN’s. 
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Don’t fail to see our Exhibit at the Convention 
When in Chicago visit our Display Rooms 


BAER’S, Inec., 155 N. Union Ave., Chicago 
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“A TRIUMPH”’—that is the hope and wish of the publishers of The DISPLAY WORLD 
to the International Association of Display Men in convention assembled at Buffalo, 
New York, June 23, 24, 25, 26. Display utilization has made such great strides forward 
the past year that the influence of your association is such as to throw upon your officers 
and your membership greater responsibilities. The opportunity is at hand this year to 


make your deliberations a triumphal achievement for American business and advertising 
development. 
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A New Line of Units 
For Window Lighting 


That Will Not Peel or Break 




























Adjustable neck. Fits regular 3%” holder. 
Collar collapses or extends, raising or RINK, Collar can be adjusted for 
SILWERLITt any special holder already 
installed and retain lamps in 
their proper position. 
Instantly adjusted with- 
out tools. 


~ lowering lamp filament to three posi- 
tions, for concentrated, medium or 


wide spread light. > 
75 to 200 watt lamps can be 


used in the same reflector re- No special fittings 
taining the lamp filament necessary. 


in the premeditated fo- No screws, clamps 


cal position. or springs. 
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Silverlite is an all-metal reflector—pure copper electrolytically deposited on pure silver, pro- 
ducing a reflecting surface from ten to fifteen per cent more efficient than silvered glass. 


No paint to peel. | Outside finish in statuary bronze. No glass to break. 


Silver lining guaranteed not to crack or peel off. / 
The most remarkable and efficient reflector produced. . a 
° “ae 
Special Offer to Stores ye 
. . . . . . al 
Our new plant is now in operation making up stock. To introduce Silverlite reflectors to the Ps 4° J 
electrical trade, we will send one sample reflector and full information about the entire line, & 
to any dealer sending us a check for $6.50. If for any reason, after inspection you do not /* we 
wish to keep the sample, we will make full refund if returned to us in good condition. w md Kee 
Attach check to the coupon and. mail today. ae Rs 0% Ae 
. 7 Fo SF 
s wae oe 
1 e+ 4 . j 
ele nc. Ae se. 
: mS s &<. . * es a 
| 24th Street and 10th Ave., New York Ci”. hes 
aad > ro * 
Chicago, Il. Detroit, Mich. Cleveland, O. Birmingham, Ala. Atlanta, Ga. a se sis ota 
Boston, Mass. Cincinnati, O. Seattle, Wash. Philadelphia, Pa. Pittsburgh, Pa. oo % S a 
San Francisco, Cal. Buffalo, N, Y. St. Louis, Mo. Los Angeles, Cal. Pg os ae x) = ‘ 
CANADA iy a FF PSO Co ae 
Associated with The Robert Mitchell Co., Ltd. v SiQro. oy oF 
70 Lombard Ave., Montreal ae. VPI ¢ 6 
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Courage Forecasts Epochal Triumph 


ASED upon a keen analysis, thorough reflec- 
tion, fearless courage and an independent 
policy, having only at heart the ultimate de- 
velopment of window display to its deserved 
position as a co-ordinated medium of adver- 

tising, the road toward an epochal triumph for the dis- 
play profession and the display field in general has been 
pointed out. 

The publishers of The DISPLAY WORLD say this 
because it has done its little part in firing the guns that have 
brought about the decision to remould the purposes, func- 
tions and executive direction of the International Associa- 
tion of Display Men, the organization representing a craft 
that is now witnessing its greatest advancement and bene- 
fiting by the great achievements. This progress has even 
exceeded all the most sanguine predictions in the Annual 
Display Review of The DISPLAY WORLD for January 
of this year. The march of progress has been almost a 
dashing cavalry charge, so rapidly have developments 
piled up on each other since the first of the year—develop- 
ments that mean stability, future and greater achievements 
for the profession, and for window display as an essential 
medium of advertising practice. 

In the June, 1923, issue of The DISPLAY WORLD, just 
one year ago, members of the International Association of 
Display Men, in attendance at the twenty-sixth annual 
convention, found a greeting on page three that was cap- 
tioned “A Program Designed to Build.” The theme of that 
program was “An organization builded on a foundation of 
business ability and a desire to serve the interests of the 
entire profession and those interested in its expansion, 
rather than one designed to function in a limited degree 
of effectiveness.” The page fairly glittered with sugges- 
tions, that bespoke an era of progress if the association 
would ‘but give them ample consideration. 


In the January, 1924, issue of The DISPLAY WORLD, only 
six months ago, the, program was again emphasized by an 
editorial on page fifty captioned, “Will Progress Accent 
Future of Association?” The theme of that editorial was 
best expressed in the words, “With the presidency of the 
association in the hands of such a confidence-inspiring per- 
sonality as that of John J. Cronin, we believe has hastened 
the hour of putting our house in order, of laying all the 
cards on the table and effecting a decision as to whether 
or not this is the appointed year for the beginning of a new 
program for the International Association of Display Men, 
a program of service.” 


And now the greeting on page three of this—the greatest 
issue of any magazine ever devoted to the subject of dis- 
play—“The opportunity is at hand this year to make your 
deliberations a triumphal achievement for American busi- 
ness and advertising development.” What a glorious task 
if it is only grasped! Apparently, the first step has been 
taken, as recommendations will be made at the forthcoming 
Buffalo convention to change the constitution and by-laws 
to bring about the very reforms urged by The DISPLAY 
WORLD just one year ago. 


There has transpired a year of careful and earnest de- 
liberation over those avowed policies. The year now ends 
with apparent triumph. But that conquest will not be com- 
plete if any proposed changes put all the power in the 
hands of a few, or the dictatorial political fetters remain 
unbroken. The achievement must be absolute and the 
TRIUMPH will resound to the credit and benefit of all the 
displaymen.’ 

With such « triumphal forecast, the I. A. D. M. cannot 


well turn backward This is not a year of retardation, 
but a period of aggressiveness in the display field. The 


‘ hour is at hand. The clock is about to strike. 





THE DISPLAY WORLD 








No. 23214 


Costume Form 





No. 2300 Pedestal 


Square Colonial Period Design 


Style in Display Fixtures depends upon correctness 
of design. The dignity and distinction of a Period 
Design has sales value, for it assists in producing 
attractive windows because of its pleasing and cor- 
rect appearance. 


“A Period Design is always correct”’ 


— IN WOOD — 


Duncan Phyfe Period Design 
Louis XVI Period Design 
Chippendale Period Design 

Adam Period Design 

Hepplewhite Period Design 
Queen Anne Period Design 
William & Mary Period Design 
Colonial Period Design 

Italian Renaissance Period Design 
Gothic Period Design 


— METAL FIXTURES — 


Hand Wrought Iron 
Cast Brass 
Spun Brass 


Display forms must meet the approval of the most exacting 
requirements to properly show the prevailing styles. To 
that end all measurements are corrected each season. The 
delicate flesh color tinting on all our forms greatly in- 
creases their value for showing ladies’ wear in a life-like 
manner, and their correct shape, always conforming to the 
modes of the day, insures that your merchandise will be 
presented for sale in an attractive and natural manner 
that will appeal. 





“See our Booths 101 and 102 
International Display Mens 
Association, Buffalo, N. Y. 


For the new period in Italian Renais- 
sance Design—late XVI Century Tuscany. 











Ask us to mail you “The Merchants’ Guide.” Complete 
information about Display Fixtures and full of sug- 
gestions and ideas for window work. 


Hugh Lyons & Company 
Lansing, Michigan 
SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 


Baltimore— ‘No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 





No. 2323 
Blouse Form 





No. 2322 
Waist Form 
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Modern Merchandising Monument 


Remarkable new store, resplendent with display features, is erected 
in California, and is just opened to the public 


By I. J. LUBIN 
Publicity Director, Weinstock, Lubin & Co., Sacramento, Calif. 


EPRESENTING years of careful study to 
secure a store plan that would best serve 
the needs of Sacramento, the new Wein- 
stock, Lubin & Company store, a monu- 

ment to modern merchandising, at Twelfth and K 
Streets, was opened to the public Monday, June 2nd, 
at 3 o’clock. Experts regard it as equaling the best 
standards, both in architecture and equipment, to be 
found anywhere in the country. 

Coincident with the opening came the announce- 
ment of S. J. Lubin, president of the company, that a 
deal had been closed whereby the firm had just pur- 
chased the new building and site for a figure in excess 
of $1,000,000. The contract price on the new building 
was $850,000. Thousands of people poured into the 
building for the opening, and preparations were made 
as soon as the tremendous attendance was observed to 
receive the crowds up to 10 o’clock at night. President 
Lubin turned the key which threw open the main en- 
trance to the public. A crowd of personal friends and 
friends of the store watched the ceremony. 

The old building at Fourth and K Streets, which 
has been occupied since 1874 and many times remodeled 
witnessed the start of the removal Friday and Satur- 
day, May 30 and 31. The change was completed in 
record time, and with splendid precision. The new 


. 


_location is important, as plans were made and rejected 


for several other sites. K Street, being marked as the 
permanent retail shopping street of the city, and 
Twelfth Street the great cross city artery fed by the 
thriving communities north of the American river, con- 
firmed the decision to build on the site finally selected. 
The southwest corner placed the store on the shaded 
side of both K and Twelfth Streets and afforded excel- 
lent opportunities for banks of display windows on both 
of these important thoroughfares. Work of dismant- 
ling the Christian Brothers’ College, which stood on the 
site, was begun June 30, 1923, and excavation for the 
new building was started August 31, 1923. 

The new Weinstock, Lubin & Co. building has a 
frontage of 200 feet on K Street and 160 feet on 
Twelfth Street. It consists of three main floors, a- 
mezzanine floor between the first and second floor being 
given over to selling purposes. The building is con- 
structed of reinforced concrete, with terra cotta tile 
facing to the second story belt line with a terra cotta 
recessed arch which forms the main entrance on K 
Street. A motif taken from the modern French school 
of architecture characterizes the exterior appearance of 
the building, which bears a resemblance to the famous 
Printemps department store in Paris. 

A graceful archway, 24 feet wide and 50 feet high, 





Magnificent New Store Building, Weinstock, Lubin & Co., Sacramento, Calif., Opened on June 2nd. 
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which rises in the center of the K Street front to the 
top of the building, is the dominant note of the exterior 
design. A series of equally graceful windows extend- 
ing across both frontages of the third floor give a deli- 
cacy of treatment which is seldom found in commercial 
buildings. Besides the main entrance under the central 
arch, there is a men’s entrance near. the 11th Street 
side and a 12th Street entrance near the south corner 
of the building. 

The display windows are marvels of modern con- 
struction. Nine feet deep, they extend around the 
entire first floor of the building, providing remarkable 
opportunity for displays, and proving the always firm 
belief of the store’s executives in window display space. 

As the visitor steps into the interior of the store, 
the first impression is one of a well-balanced, convenient 
arrangement of aisles and display counters. The second 
impression, following quickly after the first, is of the 
rich but simple dignity which marks the interior color 
treatment. The general plan of each floor is a broad 
main aisle from the K Street arch to the elevators at 
the rear of the structure. On the main floor at right 
angles to the main aisle, secondary aisles lead to the 
right and-left into the various departments. At the 
rear a wide cross aisle leads from the elevators to the 
12th Street entrance. Buff, mahogany and blue provide 
the color tones for the interior of the store. The walls, 
ceilings and columns are tinted in a! very light buff, 
with a pinkish tinge. All cases, counters and other 
selling fixtures are finished in mahogany. The major- 
ity of show cases on the main floor are made of plate 
glass, with a mahogany base. All counters and tables 
are finished with brown linoleum tops. 

Blue carpets give a soft color to the fashion sections 
of the third floor, to the silk and dress goods section 
and the drapery section on the second floor, to the art 
and gift shops on the mezzanine and to the shoe depart- 
ment on the main floor. In addition to the broad aisle- 
ways, three commodious elevators and many stairways 
make all parts of the building quickly accessible. 


On the board mezzanine floor may be found the 
American Express travel bureau, adjoining the trunk 
and luggage section. The entire western side of this 
mezzanine floor is devoted to the needs of the boy. 
Passing through this department, one finds the men’s 
smoking room. A beautifully appointed women’s rest 
room, equipped with comfortable chairs, reading tables 
and writing desks, is found on the opposite side of the 
elevators from the men’s smoking room. Along the 
12th Street side of the mezzanine at the southern end 
is located a carefully planned beauty parlor. Adjoin- 
ing it is a well lighted barber shop. Art needlework 
and stamped goods are located in the 12th and K corner 
of the mezzanine. In the center of the K Street side 
the gift shop has been given a convenient location. 

Entering the main floor from the K Street entrance, 
one finds a division of the floor into the men’s stores at 
the right and general accessories to the left. At the 


rear of the men’s stores is the general shoe department. 
Down the first aisle to the left of the main entrance 
may be found clocks, jewelry, silverware and station- 
ery. On succeeding aisles to the left of the main aisle 
are the drug section, notion and ribbon sections and 
those devoted to veilings, neckwear, women’s and chil- 
dren’s knit underwear and novelties. Along the left or 
east wall of the store is the book section. The transfer 
desk is at the rear of the main aisle, and adjoining it 
the service department and Substation No. 4 of the 
Postoffice. The new golf shop, with its equipment of 
golf clubs and clothing, is also in this section. Turning 
to the left at the rear of the main aisle, one finds the 
candy counter and the new lunch service and soda 
fountain, making it but a step further to the 12th 
Street entrance. 


On the second floor may be found the dress goods 
material departments, domestic department, silk and 
dress goods, pattern, furniture and floor covering and 
toy sections. Dresses, coats, millinery, blouses and 
other apparel are located on the third floor. ‘The base- 
ment is devoted to the bargain section. All the most 
modern appliances in cash carrying, delivery, lighting, 
display, and welfare work, have been installed in the 
store, and we feel that Weinstock, Lubin & Co., keep- 
ing up with the standards of the store established from 
the date of its opening, October 8, 1874, now has a 
right to stand in the foremost ranks of the country’s 
department stores. 





Display Sells Many Straw Hats 


Lattice of straw braid used effectively in 
completing an unusual window 


A straw hat display that was the cause of a lot of comment 
in Baltimore recently was installed in the Quality Shop by C. H. 
Roberts, display manager. It not only created so much com- 
ment, but it sold straw hats—virtually hundreds of them. 

In the background of the window was stretched black 





Attractive Straw Hat Display by C. H. Roberts, 
Baltimore, Md. 


beech cloth and a lattice of straw braid. In the center was 
placed a large shadow box with a cut-out in the middle. A 
natural tie was used as a hat band. Suspended on each side 
were two straw hats, gilded with gold bronze and used as 
flower boxes. In the center of the floor was placed a grass 
mat. All in all, it made a very attractive yet simple display. 
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Standard Displays in a Barricade 


Temporary structure houses high class windows and value of 
attractive fence is soon clearly demonstrated to store 


By F. K. MILLER 
Advertising Manager, L. S. Donaldson & Co., Minneapolis, Minn. 


BATTERY of temporary windows, in- 
stalled by L. S. Donaldson Cmpany, in 
Minneapolis, has resulted in added busi- 
ness for the store, even though they are not 
permanent. By making them attractive and utilizing 
them for the proper kind of displays, the prestige of 
the store has not been impaired, and, in fact, it has at- 
tracted many new customers, inspired to come inside 
the store by the uniqueness of the new display space. 


The stretch of windows, erected in a barricade 
around the construction work for our new building, is 
140 feet long. It is made in three sections, the left sec- 
tion twenty feet, the center section 40 feet, the right 
section twenty feet, with two entrances of thirty feet 
each for building purposes. All of the windows are 
three feet deep. 

The office on top of the barricade is used by the 
contractors and builders. The entire scaffold is neatly 
painted in cream, trimmed with green. 


We have received very favorable commen: on the 
appearance of the windows and the entire structure. 


Instead of being an eyesore and an annoyance to the 
public, it is attractive and interesting to pedestrians. 

With all the proper lighting effects and space suffi- 
cient to provide the display manager with facilities for 
first-class displays, the same as used in the standard 
windows of the store, there is every attractive feature 
to draw the crowds of passersby. 

The windows are attracting a lot of attention, and, 
best of all, they are bringing results. The problem now 
is to keep the buyers pacified. They are all fighting for 
space in the temporary” windows. 

Any store contemplating improvements will find it 
both profitable and interesting to erect such a barricade 
around the construction work. 





WILL HAVE WINDOWS ON ALL FOUR SIDES 


The Kerr Dry Goods Company has just announced its 
plans for the erection of a new $750,000 store building in 
Oklahoma City. Work will start May 1 on the new struc- 
ture, the outsanding feature of which will be the display 
windows, which will run around all four sides of the store, 
giving 600 square feet of window display space. 





Barricade Attractively Decorated Holds Standard Show Windows for L. S. Donaldson & Co., Minneapolis, Minn. 
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New Store is Inspiration to the Public 


Very latest designs and equipment used in all display features of 
great mercantile establishment in western city 


By C. J. BENEDICT 


Display Manager, Younker Brothers, Des Moines, Iowa 


ARRYING an inspiration of successful en- 

terprise and service to the public, the new 

Younker Brothers’ store, of Des Moines, 

will not only be the largest store in Iowa, 

but one of the really large and outstanding stores of 

the country. The new addition and many alterations 

toe bring about*this magnificent establishment are just 

being completed In architectural design, in equipment, 

beauty of interior decoration and fixtures, it will be a 
store second to none in the middle west. 

Utilizing every available possibility for window dis- 
plays, for the Younker store has long been noted as a 
firm believer in display, the new establishment will 
offer some of the most unique and unusual ideas in 
display work that have ever been conceived. Nothing 
like them have ever before been attempted in the coun- 
try, and I am not ready just yet to divulge them. As 
soon as the store is opened, I am quite sure the display 
field will take recognition of something entirely new 
and novel in'‘its line. 


Lincoln once said, “I believe a man should be proud 
of the city in which he lives—that his city may be proud 
he lives in it.” This statement applies equally to a busi- 
ness organization. In this case we have every right in 
the world to be proud of the new Younker store. It 
will contain approximately seven acres of floor space. 
If the floor space were spread out in a one-story build- 
ing it would run from Seventh to Fourteenth Streets. 
Spread out the width of the sidewalk, it would run 
from Seventh Street to Camp Dodge, or in lineal feet, 
from Des Moines to Chicago. 
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If the floor space of the new store were piled up in 
cubic feet, it would extend to twenty times the height 
of Mount Brown, the highest peak in the Rockies— 
sixteen times higher than Mount Blanc, the highest 
point in the Alps, or ten times higher than Mount 
Everest, the highest mountain peak in the world, and 
well over seven hundred times higher than the highest 
point in lowa. 


Under the new store plan the Economy Basement 
will be more than ever before a “store within a store.” 
It will have added to its present departments a base- 
ment infants’ department, complete carpet and rug sec- 
tion, an improved corset section with its own fitting- 
rooms; added improvements to its ready-to-wear sec- 
tion to include a pressing and alteration department, 
and a complete section of wearing apparel for men and 
boys. The architects have planned a ventilating system 
that will effect a complete change of air every few 
minutes of the day for the basement. Five entrances 
will lead to the basement, which will also be the home 
of the beautiful Downstairs Cafe, which will rival in 
beauty of its appointments any eating-place in the city. 
The new delivery and ‘wrapping room will also be 
located in the basement, where all “charge-send” pack- 
ages from both first floor and basement will be wrapped. 
Such packages will be delivered to the wrapping room 
by means of a moving belt. 


Six beautiful marquees, or canopied entrances, will 
admit shoppers to the new store. The canopy effect 
will be of wrought steel and glass and the marquee will 
be topped by lights. There will be four entrances to 
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the store from the court between the east and west 
buildings. And while we mention the court, display- 
men will realize, and probably observe from studying 
the illustration of the exterior of the new store, the 
remarkable possibilities for window display features. 

A fleet of elevators, including nine passenger and 
three freight elevators, will be provided in the new 
building. The elevator cabs will be of walnut and 
equipped with up-an-down light signals. They will 
have the very latest safety device features. 


One of the new features of the furniture floor will 
be studios, where model rooms can be furnished for the 
display of various home settings. A toilet goods sec- 
tion that will occupy the conspicuous Eighth and Wal- 
nut corner, will be one of the most attractive depart- 
ments in the country. New improvements are planned 
for Babyland and children’s barber shop next door 
to it. A play room will also be provided for the enter- 
tainment of children awaiting turns in the barber’s 
chair. A new department on the second floor above the 
present haberdashery will carry a complete line of 
men’s and boys’ clothing. 

The ready-to-wear floor will be as beautiful as any 
in the entire country. The fixtures and equipment have 
been declared to be among the finest ever ordered by 
any department store. When the new store throws 


open its door to the shopping public shoppers will walk 
in onto a floor of Italian Travertine, an imported sub- 
stance which is not only unique in Iowa, but is also used 
only in some of the most modern buildings of the coun- 


‘try. Travertine is imported direct from Italy, and is 


quarried near Rome. It is used in Lord & Taylor’s, 
New York; John Taylor’s, of Kansas City, and Joseph 
Horne, of Pittsburgh. There is no such floor installa- 
tion in Chicago. The flooring‘ will be laid in tile effect 
—in fact, much of it has already been laid. And the 
hundreds of feet which will walk over it every day. of 
the shopping year will polish its surface as the years go 
by into a flooring of real beauty. 


In the new store the entire first floor and basement 
will go into a cash register basis, which will practically 
eliminate the making out of sales checks. The contract 
for these cash registers was the biggest ever let in the 
State of Iowa, and one of the largest in the entire coun- 
try. Instead of the present plan of having stock rooms 
located in either side of long, narrow halls, there will 
be, in the new store, a‘central stock room divided into 
smaller rooms for the various stocks. These smaller 
rooms will be equipped with shelves especially designed 
for the stocks they are to hold. Thus it is seen that 
few details have been overlooked in the planning of the 
new Younker store. 


10 10 


Patch Posters Are Effective in Displays 


TCH posters continue to be the rage in many window 
displays. Literally millions of persons have stopped 
outside the display windows of New York department 
stores during the past year to observe the artistic “patch 
posters” in the background of each display. Throughout 


the country, wherever these posters have been shown, they 
have been found to lend themselves to the drawing power 
of any display. 


Miss Cora Scovill, creator of this type of art, is kept 
busy in her studio making the silk posters. Even the letter- 
ing is done by hand, and this clever woman can not keep 
up with the great demand for her work. 


One of the most striking poster effects was made for the 
I. B. Kleinert Rubber Company, which routes the artistic 
displays to department stores throughout the country 
handling Kleinert products. Instead of using a vast amount 
of temporary display material, the Kleinert Company feels 
it is getting great returns, even though the investment be 
quite heavy. The top of the poster features “Kleinert’s 
Brassieres, Shields and Guimps,” and the lettering, made of 
silk also, is very effective. 


One of these Kleinert Cora Scovill posters was displayed 
recently in the window of S. Rollman & Sons’ store in Cin- 
cinnati by Display Manager G. Gordon Meyers with telling 
effect. It attracted great crowds during the time it was 
hung in the background of-the window. 





Cora Scovill Patch Poster Used in Window Displays 
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Modern Show Window Lighting Pays 


Tests conducted by using two sides of street soon prove difference 
in the pulling power of present-day displays 


By D. J. FINN 
Lighting Service Department, Edison Lamp Works, Harrison, N. J. 


N the beginning, the candle flickering away in 

the store window served to let our forefathers 

know that the shopkeeper was there to serve 
them. Next, the crude oil lamp, and then the gas 
burner were introduced, each typifying an improved 
and more impelling means of catching the eye of the 
passerby. Both of these in time were forced to give 
way to the more efficient illuminant, electricity, so that 
we find the show. window of today not only serving as 
a means of letting the observer know that the proprietor 
is ready to serve him, but acting as his best silent sales- 
man. 

With the coming of darkness this salesman begins to 
exert his greatest influence, for it is then that the peo- 
ple begin to relax somewhat from the hustle and rush 
of the days routine, and have time to give more atten- 
tion to the merchant’s window display. The window 
that is properly lighted not only makes a pleasing ap- 
pearance to the casual observer, but creates confidence 
in both the present and prospective customers. The 
well lighted show window is the place towards which 
the “window shopper” seems to travel, and it cannot 
be denied that the window shopper of tonight will be 
the purchaser of tomorrow. 


While the importance of using an effective and 
attractive form of show window illumination is begin 
ning to be fairly well recognized by the merchant, he 
has still much to learn of its inherent possibilities. He 
has not generally conceded that a window properly 
lighted catches the eyes of folks across and down the 
street, and like’ a magnet draws them to his store to 
look at his display and think about what he has to offer. 
To prove that such is the case, though, a test was run 


in the city of Kingston, N. Y. Here, on the main street 
of the town, it was found that a great proportion of 
the people using the street walked on the west side. 
This fact was so evident that the storekeepers on the 
east side of the street very seldom kept their windows 
lighted after the stores were closed, and this side of 
the street had witnessed numerous failures during the 
past few years. 

Four stores on the east side of the street were se- 
lected—a shoe store, a jewelry store, a drug store, and 
a haberdashery. On the original count, before good 
show window lighting was put in, it was found that only 
35 per cent. of the passersby walked on the east side 
of the street. After the new lighting was installed this 
percentage had increased to 48 per cent., and the aver- 
age figure during the period of the test was 53 per 
cent. of the’ people walked on the east side of the street, 
as against 35 per cent. previous to the test. As regards 
show window shopping, before the new system of illu- 
mination was installed, 7.2 per cent. of the passersby 
stopped. After the new installation was made 61.5 per 
cent. of the people stopped. These results would tend 
to show that the assumptions previously made were 
true. 

Besides this quality of being able to attract, the 
psychological effect produced by the show window 
should be taken into consideration by the merchant. 
Just as we form our first impression of a person by 
his outward appearance, so likewise the customer gains 
his first impression of any concern, whether it be de- 
voted to the merchandising of millinery, supplies, drugs 
or what not, through the medium of the show window. 
Why is this true? Primarily because we associate the 





Left, Electric Shop Window with Uniform General Illumination; Right, Same Window with Spot Lights Only 
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Arrangement of lighting equipment in window pictured on page 12. A false ceiling is provided in which 
panels of syenite glass are held by a recessed wooden framework. The glass is of the crystal or clear type with 
an irregular surface and has the property of concealing the light sources without appreciably distorting the dis- 
tribution of light. The glass panels are loose so that they can be pushed by and shifted to one side when it is 
necessary to relamp or clean the lighting equipment. Standard stage suspension spot lamps with 500-watt Mazda 
C floodlighting lamps are provided with adjustable hangers so that the beams can be directed at individual por- 
tions of the display. The size of the beam is controlled_by a focusing arrangement which changes the distance 
from the filament to the lens. The glass panel beneath the spot lamp has a circular hole in order that no diffusion is 

introduced into the beam. 


store that has good show window lighting with that 
which is clean, new and inviting; whereas the store 
with the poorly lighted show window is thought of in 
the light of that which is unclean, old, and of poor 
quality ; or, in short, we are apt to form the conclusion 
that this particular establishment is on its “last legs.” 
Thus, if we have two stores dealing in exactly the same 
type and quality of merchandise, located side by side, 
one employing an obsolete type of show window lig\st- 
ing, and the other having a more scientific installation, 
there is little trouble as to which store would obtain 
our patronage. It is only because these facts are not 
fully realized by the proprietor that good window light- 
ing is not in more extensive use. However, it must be 
admitted that each day sees an increased number of 
owners awakening to the fact that good show window 
lighting does play an important part in their success. 


To the merchant who is uninitiated in the art of 
scientifically lighting his show window, the question 
arises as to how he must proceed to obtain the most 
desired effects. To bring about the effect he wishes 


it is necessary that he observe several general rules. 
First, that the light sources be concealed, for exposed 
lamps around the border of the window and in the ceil- 
ing sockets will momentarily blind the eye, making a 
clear inspection of the goods impossible. The simple 
test of placing a bare tungsten lamp between the eye 
and a picture or newspaper brings out this point very 
clearly, for with such an arrangement very little of the 
picture or newspaper is visible, due to the glare of the 
lamp. Thus we see that the exposed lamp defeats the 
purpose for which it was intended; it does not illumi- 
nate, it blinds. 

Second, the source of light should be so located as 
to illuminate the things that are to be seen. This seems 
elemental, but how. often do people read books or news- 
papers facing the light, with the print in shadow; and 
how often one sees show windows with shadows in 
some part of the display. 

Three, the light should be economized; it should 
not be wasted on the sidewalks or on the ceiling, but 


(Continued on page 68) 
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Window Display Now Officially 
Recognized Advertising Medium 


Associated Advertising Clubs of the World admit Window Display 
Advertising Association as a departmental, alongside 
the other standard forms of advertising 


ERHAPS the most notable achievement of 
the year 1924, inasmuch as the field of 
display is concerned, was the official recog- 
nition, late in May, of window display as 

an advertising medium. Hereafter, by the decision of 
the National Advertising Commission of the Associated 
Advertising Clubs of the World, window display will 
be considerd a medium of advertising, just as maga- 
zines, newspapers, billboards, car cards, signs, direct 
mail, and other forms. 

Admission of the Window Display Advertising As- 
sociation to the Associated Advertising Clubs of the 
World, as a departmental, constituted the recognition. 
Although window display has long been considered a 
medium of advertising, and especially “advertising at 
the point of sale,” it has never before been officially 
recognized as such by an important authority and or- 
ganization such as the Associated Advertising Clubs. 
This does not mean that window display will be placed 
on the same.basis as other forms of advertising with 
reference to its cost schedule. It will not mean that 
window display will be sold, or even rented, as has 
been rumored, but it will mean a standardization that 
will place it in line with other forms of advertising, in 
a closer tie-up. It will create more activity on the part 
of national advertisers to produce window display ma- 
terial of higher class than has ever before been dis- 
played to public view. 

Many manufacturers of nationally advertised prod- 
ucts have expressed the belief that window displays of 
their goods have already shown an upward trend, since 
the advent of the Window Display Advertising Asso- 
ciation. It is evident from the avalanche of inquiries 
continuing to pour into the national headquarters of the 
organization at 1209 Sycamore Street, Cincinnati, O., 
that there was a place and need for such a national 
body. The Associated Advertising Clubs recognized 
this, and record time was made in admitting the organi- 
zation as a departmental. Practically all advertising 
clubs will now devote time and attention to the subject 
of window display. The association will provide the 
various ad clubs with speakers, and departmentals will 
be established in almost every city having an advertis- 
ing club for the study of window display. 

President F .H. Peck of the Window Display Ad- 
vertising Association paid his first visit to national 
headquarters at Cincinnati,‘ June 5. He announced 
while there the appointment of the three men to repre- 


sent the association in the National Advertising Com- 
mission. They are: Arthur Freeman, president of 
the Einson-Freeman Company, New York; Dr. F. H. 
Peck, publicity manager, E. R. Squibb & Sons, New 
York, and Arthur P. Rapetti, advertising manager the 
Mennen Company, Newark, New Jersey. This com- 
mission will also appoint a representative to attend and 
participate in the London International conference of 
the Associated Advertising Clubs of the World. 


The new association is taking an active interest in 
all window display activities, and offering its sincerest 
co-operation and support to the International Associa- 
tion of Display Men, which is holding its twenty- 
seventh annual convention at Buffalo, June 23-26. 
Accepting the invitation of the executive committee of 
the I. A. D. M. to appoint a committee to attend the 
Buffalo meeting, President Peck has announced the 
selection of: V. C. Cutts, advertising manager, The H. 
W. Gossard Co., Chicago; A. T. Fischer, president of 
the International Displays Co., Cleveland; Arthur Free- 
man, president, the Einson-Freeman Co., New York, 
and Edwin L. Andrew, assistant manager of publicity, 
Westinghouse Electric & Manufacturing Co., Pitts- 
burgh. These men will all attend the I. A. D. M. con- 
vention, and as an exchange of courtesies and coopera- 
tion will present an invitation from the directors of the 
W. D. A. A., to appoint a committee of displaymen to 
attend the latter’s convention in Cleveland, Ohio, Sep- 
tember 29 to October 1. 


The Convention Committee of the Window Display 
Advertising Association will hold.a meeting at the Ho- 
tel Cleveland, Cleveland, Ohio, June 19 and 20, for the 
purpose of completing arrangements for the Fall con- 
vention. All the Cleveland members of the association 
have been invited to attend and lay their suggestions 
before the committee for the convention. An excep- 
tionally interesting program will be announced imme- 
diately following the meeting, and one or two speakers 
of national prominence will be included on the attrac- 
tive three days’ schedule. Now that the association is 
affiliated as a departmental of the Associated Advertis- 
ing Clubs, it is anticipated that this organization will 
take an active part in the convention, which will directly 
precede that of another departmental—the Direct Mail 
Association. 


S. Fisher, of the Fisher Display Service, Chicago, 
an enthusiastic member of the W. D. A. A., has agreed 
to direct demonstrations for the Cleveland convention. 











Model show windows will be 
erected and demonstrations of the 
installation of displays for na- 
tional advertisers will be a big 
feature of the convention pro- 
gram. Mr. Fisher is president of 
a display service firm in Chicago 
that specializes in the installation 
of window displays for national 
advertisers, and this, the subject 
of distribution and installation, is 
one of the most important sub- 
jects the national advertisers have 
to consider. 
The Speakers’ Bureau of the 
association. has been kept excep- 
tionally busy. John V. Horr, 
vice-president of the Manufac- 
turers Display Service Corpora- 
tion, Chicago, recently addressed 
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wn Ca7ge Steen, Seo'y., 

ow “isplay Advertising A 
1209 Sycamore St., oo eee ee 
Cincinnati, Ohio. 


Dear Mr. Steen: 


This will officially notify you of the ele 

j oti 
nw Window Display Advertising Association ~~ ayy Ah 
ational Advertising Commission on May 13th, 1924. 


Please send us, immediate the lates 

your officers and verre a Me wath Wb eane 
of the three men whom you will select to represent 
you in the “ational Advertising Commission. We 
will want the names, addresses, and business con- 


the graduating class of the Illin- 
ois College of Pharmacy at Chi- 
cago. Clyde P. Steen, secretary 
of the association, spoke before 
several hundred members of the 
Associated Advertising Clubs of 
the Wabash Valley, May 22, at 
their district convention at Casey, 
Ill., and was accorded an enthusi- 
astic reception. Arthur Freeman, 
chairman of the board of direc- 
tors of the association spoke re- 7 
cently before the Hazleton and 
Wilkes-Barre, Pa.,-Ad Clubs. 
Dr. F. H. Peck, president of the 








nect 
: i our roster which goes to press on 


T.S. Trebell-B 


Sincerely, * 
ASSOCIATED ADVERTISING 








association, addressed the adver- 
tising Clubs of Utica, N. Y.; 
Pittsburgh, Pa.; Toledo, Ohio; Indianapolis, Ind., and 
then visited Chicago to attend the convention of the 
American Medical Association, following his visit to 
national headquarters. 

The Chicago members of the W. D. A. A> held an 
interesting and enthusiastic meeting at the Old Colony 











Club, in Chicago, June 2, and launched a vigorous 
membership campaign, which will be conducted in Chi- 
cago and vicinity during the next several months. C. S. 
Clark, chairman of the membership committee of the 
W. D. A. A., was in charge of the meeting. New York 
members held an enthusiastic meeting June 4. 


00000000 


King Albert Sees American’s Display 


The exhibit of manufactured rubber goods by the Rubber 
Association of America at the Sixth International Exhibition 
of Rubber, Other Tropical Products and Allied Industries, 
held at Brussels, Belgium, April 1 to 16, in connection with the 
fifth official Commercial Fair of Brussels, won the official 
Diploma of Honor, and was generally considered the outstand- 
ing exhibit of the fair. 

Arrangements of the exhibit were in charge of a special 
committee headed by Ernest Hopkinson, vice-president of the 
United States Rubber Company. The details of preparation 
were in charge of George A. Smith, display advertising spe- 


- 


cialist, 1737 Broadway, New York City. Elmer Roberts, of 
Mr. Hopkinson’s department, went to Brussels as a special 
representative of the Rubber Association to set up the exhibit 
and act as manager. 

Among the million persons who visited the exhibit was 
Prince Leopold, eldest son of the King. He spent an hour dis- 
cussing the intimate details of the rubber industry with Mr. 
Roberts. The next day King Albert visited the exhibit and 
talked with Mr. Roberts informally for several minutes. The 
royal family has an especial interest in rubber, because of its 
investments in rubber plantations in the Congo. 
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I. A. D. M. Convention Marks Epoch 


Greatest program and most interesting business session ever prepared 
for any of the twenty-seven annual gatherings 


ON TO BUFFALO! 


SIDE from all the other attractive features, 
the twenty-seventh annual convention of 
the International Association of Display 
Men, to be held at Buffalo, New York, 
June 23, 24, 25 and 26, will mark an epoch in the 
history of the association, inasmuch as some of the 
most important business that has ever come before the 
organization will be transacted. Drastic changes in the 


constitution and by-laws indicate a complete turn-over. 
in the past policies of the organization, which hence- . 
forth promises to be an association conducted along ~ 


strictly business lines and affording its members service 
throughout the year. 

The regular convention sessions offer a variety of 
features that have not been ‘provided on any of the 
previous programs, such as an intermingling of ad- 
dresses, papers and demonstrations, together with a 
sprinkling of entertainment. The general entertain- 
ment features are quite elaborate, and, altogether, great 
credit must be given the Buffalo Convention Committee 
for its untiring efforts to provide a program for the 
visiting delegates that will not includeone dull moment. 


Special features have been arranged for the entertain- 
ment of the ladies, and they will almost have a program 


to themselves. 

Clement Kieffer, Jr., convention director, has been 
working night and day to make the meeting a success, 
and it is quite evident from the advance reservations 
that his efforts are to be rewarded. The directors of 
the various other activities in conjunction with the ad- 
vance convention work have assisted Director Kieffer 
untiringly, and all deserve to receive the plaudits of 
the crowd that will be in attendance. 

The Kansas Association of Display Men, through 


its president, W. L. Stensgaard, of Salina, will bring 
the largest delegation from the West, as many display- 


men will board the special train carrying the Kansas 
delegation at Kansas City, and others at Chicago. One 
of the D. & C. lake boats will be boarded at Detroit for 
the remainder of the trip to Buffalo. Up until June 1 
President Stensgaard had received more than forty 


reservations for his special train, which indicates it will 


be well filled by the time it pulls out of Kansas City. 
The exhibits will be placed in the exhibit hall on 
Saturday and Sunday prior to the convention, so as to 
be in shape for the opening on Monday. The Buffalo 
Convention Committee announces that the reception 
committee will meet all trains and boats to welcome the 
visiting delegates and furnish any information desired. 
Arrangements have been made with the Hotel Statler, 
convention headquarters, for a registration room for 


the convenience of those wishing to register Sunday 
and avoid the Monday morning rush, On registering, 
the visitors will réceive tickets of admission to all enter- 
tainment features and an identification card to, the exhi- 
bition auditorium. 

The educational features of the convention will far 
surpass all other efforts along this line. Many of the 
country’s leading displaymen have indicated their de- 
sire to assist in the demonstrations. Three modern 
show windows will be constructed and equipped with 
the latest lighting units, while plenty of fixtures and 
merchandise of every description will be furnished for 
demonstrations. ; 

The window photograph and show card exhibit 
alone will be worth a trip to the convention. A mar- 
velous collection of the world’s finest window displays, 
show cards, interior displays, backgrounds, exteriors, 
etc., all classified and arranged in such form that op- 
portunity is provided to study all the features, will be 
one of the crowd-drawing exhibits at all times. 

The manufacturers’ exhibit will be one of the most 
attractive ever conducted in conjunction with an I. A. 
D. M. convention. Practically all the larger manufac- 
turers of display equipment and fixtures, and lighting 


features, have reserved booths in the exhibit hall. 
Vv 
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THE DISPLAY WORLD WILL OCCUPY BOOTH 

NO. 79 IN THE MAIN EXHIBIT HALL, NEAR 

ONE OF THE ENTRANCES TO THE CONVEN- — 

TION HALL. VISITORS TO THIS BOOTH ARE 

INVITED. MAKE. IT YOUR HEADQUARTERS 
WHILE AT THE CONVENTION. 














Additional exhibitors announced by the exhibit committee 
since the May issue of The DISPLAY WORLD, when a 
complete list was published, include the following: Walburn, 
Kling Co., Chicago; Gus Weil & Sons, Buffalo; Walter E. 
Zemitsch Co., St. Louis; Window Display Fixture Co., Pitts- 
burgh; Stix, Baer & Fuller, St. Louis; W. H. S. Lloyd & Co., 
New York City; California Art Flower Co., Providence, R. L., 
and C. A. Reed Co., Williamsport, Pa. 


An interesting feature of the convention will be the dem- 
onstration in the art of displaying Spanish shawls, to be given 
by Irving N. Nennin, of the Solis Entrialge Co., of Havana, 
Cuba. This is an added feature of the convention program 
on Wednesday afternoon. 


The principal entertainment features consist of a Ladies’ 
Get Acquainted Tea at 12:30 p.m., Monday, in the Chinese 
room on the mezzanine floor of the Hotel Statler; a genuine 
old-fashioned picnic at Erie Beach, Canada, Monday evening, 
for all the visitors, in which games, prizes, lunch, fun and 
dancing are announced as features, the boat leaving the foot 
of Main Street at 5:30; a trip to Niagara Falls, leaving the 
Auditorium in special yellow cars at 5 o’clock Tuesday after- 
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noon; a motor trip to Roycroft Inn, East Aurora, for the 
ladies, the busses leaving the Hotel Statler at 10:30 Wednes- 
day morning; a banquet and dance at the Hotel Statler the 
evening of Wednesday, in which special entertainment is to 
be provided. ; 

‘The banquet program will include a special feature in Miss 
Olivia Browder, one of the prominent and popular playwrights 
of the South. Miss Browder is an elocutionist of ability and 
promises to enliven the banquet entertainment program. An 
additional feature is John McFarlane Howie, a lyceum lec- 
turer and entertainer of prominence, whose subject will be 
“Sense and Nonsense.” 


Complete Program for Convention Announced 
The complete program for the convention, announced by 
the Convention Committee at its last meeting, follows: 
Monday Morning—10:30 A. M. 


Call to Order—J. J. Cronin, President I. A. D. M. 
Singing of “America” arid “God Save the King.” 


Short Talk and Invocation—Rey. Chas D. Broughton. 

Presentation of the Key to the City of Buffalo by the Hon. 
Mayor, Frank X. Schwab. 

Address of Welcome—I. C. Kantrowitz, President, Oppen- 
heim Collins Co., Buffalo. 

Response and Reminiscence by Chas. W. Morton, Weinstock 
and Lubin Company, Sacramento, Cal. 

Address by Hon. James M. Mead, Congressman for 49th 
District. 

Ladies’ “Get Acquainted” Tea, 12:30 P. M., Chinese Room, 
Mezzanine Floor, Hotel Statler. 


Monday Afternoon—2 P. M. 


Call to Order—J. J. Cronin, President I. A. D. M. 
Address by Roy Crandall, Buffalo, “Aesthetic or Civil 
Cultural Value of Display,” Advertising Specialist. 
Competitive Demonstration—Eagle Shirts: Clarence Duff, 

Wm. Erlanger Company, East Liverpool, Ohio; A. L. 
Meadows, Washer Bros., Fort Worth, Texas; Arnett J. 
Ritter, B. R. Baker Company, Toledo, Ohio. : 
Color Lighting, Electrical Display on Candies—S. Fisher, of 
Fisher Display Service, Chicago. 
Demonstration and Talk, How to Build Good Will for Your 
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Store Through the Show Window”—L. M. Van Coutren, 
Sonnenberg’s, Hannibal, Mo. 

Using Crepe Paper in Show Window Displays—I. Fisher, 
Fisher Display Service, Chicago. 

Demonstration, Novelty Draping—Geo. J. Edgecomb, Frank 
Bros. & Co., Marion, Ohio; Harold Knowles, Streng 
& Zinn, Kalamazoo, Mich.; John R. Lamon, Tepper 
Brothers, Elmira, N. Y. 

Address, “The Human Touch,” by Francis B. Frazee, The 
Larkin Co., Buffalo. 

Demonstrations, Hosiery—A. S. Lemieux, Bon Marche, 
Lowell, Mass. . 
Laces—Harold B. Strait, F. W. Woolworth Company, 

Buffalo. 

Underwear—J. H. Hilton, Goldman-Cobacker Company, 
Des Moines, Iowa. 

Genuine Old-Fashioned Picnic, Erie Beach, Canada—Games, 
Prizes, Lunch, Fun, Dancing. Boat leaves Foot Main 
Street 5:30 P. M. 


Tuesday Morning—9:30 A. M. 


Call to Order—J. J. Cronin, President I. A. D. M. 

Address, “Don’t Change Your Job, Change Yourself”— 
Lothar F. Dittmar, The Union, Columbus, Ohio. 

Competitive Demonstration, Kiddie Cloth—Harry Kramer, 
C. J. Whitner’' Company, Reading, Pa.; G. Gordon Myers, 
The Rollmann’s Sons Company, Cincinnati, Ohio; Geo. 
Talbot, H. Heyman’s Sons, Brooklyn, N. Y. 

Address, “Two Names or One, and If One, Which?”—Alex 
Osborn, Barton, Durstine & Osborn, Buffalo. 

Feature Demonstrations Furniture—P. W. Hunsicker, J. H. 
Johnson’s Sons, Alliance, Ohio 

American Flags—Geo. Eckhardt, Fowler, Dick & Walker, 
Wilkes Barre, Pa. 

Card Writing, Late Speed Stunts—Bert A. Rainwater, St. 
Louis, Mo. 

Address, “What Brings Success to Displaymen’—H. H. 
Tarrasch, Stix, Baer & Fuller, St. Louis, Mo. 

Competitive Demonstration, Nettleton Shoes—A. L. Mead- 
dows, Washer Bros., Fort Worth, Texas; C. Nisius, P. J. 
Myer Shoes Company, Dayton, Ohio; Henry Lins, Louis 
Traxler Company, Dayton, Ohio. 


Tuesday Afternoon—2 P. M. 


Call to Order—J. J. Cronin, President I. A. D. M. 

Address, “The Use of Emotional Appeal in Merchandising” 
—By Martin L. Pierce, The Hoover Company, North 
Canton, Ohio. 

Demonstrations, Live Model Draping—G. Gordon Myers, 
The Rollman’s Sons Co., Cincinnati, Ohio; Ludwig 
Fruhauf, The Cohn, Hinkel Company, Wichita, Kansas; 
Ellsworth H. Bates, C. W. Klem, Inc., Bloomington, II. 

Address, “Harnessing Light to Promote Sales,” No. 1; 
“Getting Attention”—C. E. Johnson, Curtis Lighting, 
Inc., Chicago. 

Demonstration, Holeproof Hosiery—R. T. Whitnah, Crosby 


Brothers, Topeka, Kansas; L. F. Dittmar, The Union Co.,. 


Columbus, Ohio; H. H. Peeling, Adler-Childs Company, 
Dayton, Ohio. 

Address “Opportunities of a Display Manager,” How he 
might improve his conditions and make himself more 
valuable to his store—Karl Amdahl, Palace Dept. Store, 
Spokane, Wash. 

Trip to Niagara Falls—Special Yellow Cars Leave Audi- 
torium at 5 P. M. Sharp. 


Wednesday Morning—9:30 A. M. 


Call to Order—J. J. Cronin, President I. A. D. M. 

Address, “Caretakers of Windows”—Jack Cameron, Harris 
& Emery Company, Des Moines, Iowa. 

Demonstration, Live Model Draping, Novelty Tableau Set- 
ting—Geo. Talbot, H. Heyman’s Sons, Brooklyn, N. Y. 


Address, “An Unusual View Point Window Display”— 
Robert Karkenoff, Artist, Writer, Traveler, Buffalo. 
Competitive Demonstration, Fashion Park Clothing—Clar- 
ence Duff, The Wm. Erlanger Company, East Liverpool, 
Ohio; Eugene Cowgill, The Metropolitan, Dayton, Ohio; 

J. E. Everetts, Nugent’s, St. Louis, Mo. 





Joun J. Cronin, 
Of Newark, N. J., President of I. A. D. M. 


Address—E. J. Berg, Burgess-Nash Co., Omaha, Nebraska. 

Demonstrations, Corsets—Dallas M. Schultz, Jos Spies Co., 
Elgin, Ill.; Lingerie, Otto Graczol, The Ellsworth Store, 
So. Bend, Ind.; Bathing Suits, Otto Haraman, Uhler, 
Phillipps Co., Marion, Ohio. 


Motor Trip to Roycroft Inn, East Aurora, for the Ladies. 
Busses Leave Hotel Statler, 10:30 A. M. 


Wednesday Afternoon—2 P. M. 


Call to Order—J. J. Cronin, President I. A. D. M. 

Address, “Linking Window Display with the Newspaper 
Ad”—Joseph Melia, Advertising Manager, Buffalo Eve- 
ning News. 

Competitive Demonstration, Schobel Hats—Wm. J. Hanley, 

The Bilodean Company, Alliance, Ohio; Arnett J. Ritter, 

B. R. Baker Company, Toledo, Ohio; J. H. Hilton, Gold- 

man-Cobacker Company, Des Moines, Iowa. 

Address, “Harnessing Light to Promote Sales” No. 2, Mak- 
ing the Sale—C. E. Johnson, Curtis Lighting, Inc., Chicago. 

Demonstration, Live Model Draping—Herman Frankenthal, 
B. Altman Company, New York. 

Address. 

Demonstrations. . 

Boys’ Clothing—Wm. J. Hanley, The Bilodean Company, 
Alliance, Ohio. : 

Spanish Shawls—Irwin Donnin, Havana, Cuba. 

Ready-to-Wear—Harry Garfinkel, Harzfeld’s, Kansas City. 

Banquet & Dance, Hotel Statler. Geofrey O'Hara, Com- 
poser and his Songs; Andrew W. Murdison, Scotch 
Comedian; Chas. Haas, Monologist; John McFarlane 
Howie, Sense & Nonsense; Miss Olivia Browder, Play- 
right. 


Thursday Morning—9:30 A. M. 
CANADIAN DAY 


Address, “An International Display Day”—E. DeWitt Hutt, 
Editor Men’s Wear Review, Toronto. 

Demonstration, Neckwear—N. L. Birrell, Birrell’s Haber- 
dashers, Toronto. 

Ready-to-Wear—E. G. R. Lacey, Fairweather’s, Ltd. 
Toronto. 

Belts & Beltograms—J. H. Carruthers, Oak Hall, Ltd. 
Toronto. 
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Address, “The Pathway to Promotion’—J. A. Jervis, Mur- 
phy, Gamble Company, Ottawa. 

Demonstration, “Novelty Sale Window”— Fred Ashfield, 
Bryson, Graham Company, Ottawa. 

Address, “Vision in Display’—John O’Connor, General 
Manager, Murray-Kay Company, Toronto, 


Thursday Afternoon—2 P. M. 


Call to Order—J. J. Cronin, President I. A. D. M. 
Report of Business on By-laws. 

Unfinished Business. 

Report of Auditing Committee. 

New Business. 

Installation of Officers. 

Appointment of Committees. 


Evening 
Meeting of Executive Committee. 


Kansas Delegation to Have Special Train 


The Kansas Association of Display Men, and those who 
will join the special train arranged by this state organization, 
will provide one of the real “pep” delegations of the conven- 
tion. President W. L. Stensgaard, display manager of Stiefel 
Bros. & Co., Salina, Kansas, has worked untiringly to make 
this feature a distinct success, and/it would not be surprising 
if the pep demonstrated by this Western crowd would cause 
the 1925 convention to be taken West. 

A special badge has been prepared for the Kansas and 
Western delegation, consisting of a large daisy with a yellow 
center, on which is the inscription, “I Came to Buffalo via 
the Special.” These will be given to all the special train party 
for wear at Buffalo. It is believed the delegation will not be 
less than seventy-five persons, and it is expected it may even 
reach one hundred. A large broadside, known as “The Dis- 
playmen’s. News,” was published and sent throughout the 
Western display territory by President Stensgaard of the Kan- 
sas Association. This stimulated the attendance of many and 
brought a large number of reservations, as it was attractively 
constructed and contained some snappy news matter. The 
special train leaves Kansas City, June 21, over the Sante Fe 
Railroad, at 6 p.m., the delegates arriving in Buffalo by boat 
at 8.30 o’clock on the morning of June 23, assembling at the 
Hotel Statler to join the parade to the Auditorium, where the 
convention sessions will be held. 


Los Angeles Display Club Proves Live Wire 


The convention this year is of special significance because 
of the many new display clubs throughout the country that 
will be represented. Chief among these, when it comes to a 
point of the greatest amount of pep shown in the shortest 
space of time, is the Los Angeles Display Men’s Club, organ- 
ized only recently, and the subject of an interesting article in 
the May issue of The DISPLAY WORLD. This unit prom- 
ises to become one of the most important of the many branches 
because of the constructive and interesting program it has 
laid down, and which apparently every effort is to be made 
to carry out. 

The DISPLAY WORLD is in receipt of a special dispatch 
from Ralph Hamer, secretary of the Los Angeles club, in 
which he reports the second meeting of the organization as 
follows: 

“Ninety were present at the meeting of the Los Angeles 
Display Men’s Club, May fifteenth. Twenty new applications 
for membership were received. Lorne Middough, president 
of the California Clothiers, Hatters and Furnishers’ Associa- 
tion, in a splendid address offered one hundred percent co- 
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Miss OLtviA BROWDER, 


Playright Who Will Feature Entertainment Program 
I, A. D. M. Convention 


operation to a displaymen’s organization. The Los Angeles 
manufacturers of display equipment donated $350 at the meet- 
ing to the club, and were assigned meetings at which they 
will demonstrate their new ideas and creations. Each meeting 
is to be conducted by a different chairman, selected from the 
membership of the club. Buffin’s, of Long Beach, announced 
they would offer a cup to the chairman providing the best 
meeting.” 
Detroit Displaymen Hold Meetings 
By J. A. DOWD 


We are up to our old tricks again, and incidentally try- 
ing to assist in giving you something to tell the boys about 
the Detroit Display Men’s Club. Our last meeting was a 
hummer. It was held at the Hotel Statler, as usual, and was 
dedicated a “Pipe of Peace Meeting.” After roll call and 
the reading of the minutes, our Swedish friend, Thomas J. 
McCormack passed corn cob pipes. He was kid enough 
to fill these, and while our now famous initiation team was 
entertaining at the expense of Frank LaBaugh, of the 
Bostonian Shoe Store, and Robert G. Howell, of the Cun- 
ningham Drug Store, the pipes were doing their bit, first 
one and then another, every fellow feeling confident his 
wasn’t loaded. 

Mr. Goldie, of the Detroit Police korce, Traffic Division, 
was introduced, and was ‘allowed ten minutes to enlist the 
support of displaymen in Safety Week, which he accom- 
plished, as his suggestions were gladly received and en- 
dorsed by all present. 

(Continued on page 75) 
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Wax Figures, the Ideal and Versatile 


Media of display enhanced by use of the proper model at the proper 
time—Character an important asset, also 


By RALPH R. GARRISON 
Advertising Manager, J. R. Palmenberg’s Sons, Inc., New York City 


After finishing my description of the making of a wax 
figure in the April issue of The DISPLAY WORLD, I 
was to conclude my contributions by presuming to offer 
my opinion on some of the different uses and values of 
this product. On account of illness I was unable to produce 
this article for the May issue. In this I have been very 
fortunate in having a colleague in the person of our Mr. 
Ralph R. Garrison, advertising manager, whose article on 
wax figures appearing in this number tells for me just 
what we believe to be their real value. 

Mr. Garrison will continue to write these articles, taking 
up in detail some of the different subjects I have referred 
to in my work. 

Permit me then, to introduce to the readers of The 
DISPLAY WORLD, Mr. Ralph R. Garrison, our advertising 
manager, who will continue for a time as my better half, 
in the expression of such opinions as we may feel of value 
to the trade in the manufacture and use of wax figures.— 
IRWIN G. CULVER, manager wax department, J. R. Pal- 
menberg’s Sons, Inc., New York City. 





N a recent issue of The DISPLAY WORLD, 

a prominent buyer for one of the largest 

department store groups indicated a prefer- 

ence for wax figures over living models for 

style shows and showroom display. A better 

opportunity for examining and comparing the styles dis- 
played was ‘given as the cause for such precedence. 

This can be readily understood when one stops to con- 
sider the degree of perfection that has been attained in 
the production of wax figures. The average person is prone 
to take them for granted in any effective display. Seeing 
them, but not observing them, the person’s interest is cen- 
tered upon the merchandise displayed. Because they have 
become so human looking and create an atmosphere of 
naturalness and reality, there is every reason that wax 
figures should be considered as the ideal display medium. 

The fundamental evolution of the wax figure, other 
than as a curiosity, was to display clothes and accessories 
effectively and in a natural setting. For a long time this 
remained a theory more than a fact. The prehistoric 
wax figure of a few years ago appeared to be, and was 
invariably called and considered, a dummy. The word pre- 
historic is used here.-because it signifies the development 
of the wax figures of twenty-five years ago and today, as 
compared to the primitive cave-man and the intelligent: 
looking preseat-day human being. 


Primary Object to Display Clothes 


Of course, the majority of wax figures produced today 
are created for the purpose of displaying clothes. There 
is, however, a growing tendency to use the conventional, 
idealistic wax figure, as well as the character study, in 
many diversified angles of merchandising. Of this, more 
will be said later. Even in the production of present-day 
figures, the aforementioned fundamental principle must be 
consistently adhered to. This may sound superfluous, but it 
is surprising how the fact that a wax figure must primarily 
display clothes can be lost sight of in the intricacies of 
construction. The good wax figure, not only embodies this 
principle, but should be practical and easy to dress. 


As in every line, there are various grades of wax figures. 
Anything but the best is inadvisable as an investment. 
There is so much thought and preliminary experimentation 
put on the production of good wax figures, that it is sur- 
prising that they can be sold for what seems like a lot of 
money to the uninformed. This may seem a paradoxical 
statement and it cannot truly be realized without con- 
sidering the facts. . 

The thought and craftsmanship in the details of the 
good wax figure is oft’ times not conspicuous or even ev:- 
dent without analysis: Such details as interchangeable and 
adjustable arms, bodies and heads, must be minutely studied 
and carefully worked out if they are to be of any value at 
all. The correct proportions and substantial construction 
of the papier mache body is demanded but not always ap- 
preciated. Moulding, modeling and posing, from not one 
but several live models, to achieve the ideal proportions and 
grace of the human figure. Delicate hand tinting and stip- 
pling to obtain a true flesh color and effect on the wax. 
Details too numerous to mention, but which are absolutely 
essential to the wax figure that would earn its existence. 
After all, a good wax figure, like any other article, as differ- 
entiated from the poor or mediocre, is an investment in 
satisfactory service, appearance and accomplishment. 


No Equal for Propitious Display 

For the propitious display of clothing and accessories, 
the wax figure has no equal. As intimated by the aforemen- 
tioned buyer, wax figures permit of leisurely examination 
of the garments displayed. They allow careful dressing and 
studying for just the right effect before opening the dis- 
play. An unforeseen or unconscious movement or peculiar- 
ity of the living model may create an unfavorable reaction 
towards the garment displayed. Your wax figure remains 
in perfect repose while the interested person surveys the 
garment from all angles. 

The advantages of wax figures over the papier mache 
and enameled display form is obvious. It is like adding 
color to the illustrations of a story. Although the black 
and white illustrations may serve their purpose well, it is 
undeniable that the addition of colors inject life and interest 
into the picture. Just so does the wax figure make the 
displayed garment more interesting and desirable. 

To inject human interest and as a means of inviting 
attention to common place articles, wax figures are more 
and more assuming an important role. From demonstrat- 
ing the latest permanent wave for milady’s bobbed head to 
the delights of paddling your own canoe, puttering in your 
garden or motoring up a mountain side, they are to be 
found in truly wonderful settings. 


Conventional Wax Figure Is Leader 
The idealized conventional wax figure with emphasis on 


the naturalness of its pose, is the principal in these parts. 


Fitting into the spirit of the display, they create an atmos- 
phere of reality that arouses enthusiasm and acts in an 
auto-suggestive manner. The field for this form of display 
is practically unlimited ; in fact, only by the limits of human 
interests. 
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Character and historic figures are another form of at- 
tention, getting display that is cumulative in its effect. An 
instance of this is that remarkable study of the old farmer 
and his wife by Irwin G. Culver. These figures, which are 
acclaimed as the most perfect contribution to wax sculp- 
ture, have been displayed in various parts of the country 
and regarded by millions of people. Their adaptability 
is attested to by the diversified interests that they have 
served. 
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Remarkable Display of Wax Figures in Show Rooms of J. R. Palmenberg’s Sons, Inc., New York 


An unusually interesting display of wax figures may be 
observed at J. R. Palmenberg’s Sons, Inc., 63 West 36th 
Street, New York. This collection consists of what is 
probably the most extensive grouping ‘of wax figures in 
man’s, women’s and children’s figures in this country. 
Every age is represented and the variety of positions is 
remarkable. Dressed, posed and lighted in a way that is an 
inspiration to the displayman, these wonderful wax figures 
are worth coming far to see. 


<0 000 


Hosiery Window Blocks the Sidewalks 


A window display of “stockings in the making” attracted 
crowds to the windows of The Fair, at Cincinnati, recently, 
blocking the sidewalk. The display, installed by Jas. Donahue, 
display manager, with the cooperation of the Holeproof Ho- 
siery Co., of Milwaukee, was made unique through the use 
of knitting machines. 





Display at The Fair, Cincinnati, Showing Hosiery 
in the Making 


In making the hosiery, white thread is used, this being. 
dyed after the operation of manufacture is completed. The 
thread used in making the stockings is placed on spindles at 
the top of the machine, and unwound from the cones, starting 
at the top of the stocking. The stocking then goes through 
the shaping and seaming operations and reinforcing. The 


last operation is the knitting of the toe. 

The thread used in the manufacture of the hosiery is pure 
Japanese thread silk, containing 110 filaments. It requires 
2,000 silkworm cocoons to supply enough silk for six pairs 
of stockings, according to the manufacturers. 

Display Manager Donahue added to the atractiveness of 

















Crowd Outside The Fair, Cincinnati, Observing 
Hosiery Display 


The Fair’s window display, which included two of the knitting 
machines, by an artistic arrangement of the merchandise in 
the window and a wax figure draped and clothed in a dress 
made entirely of hosiery. The accompanying illustrations 
show the display and the crowd, which filled the sidewalks 
outside the windows. 
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Upper Left, Display by Paul F. Lupo for Barker Brothers, Los Angeles, Calif.; Upper Right, Display 

by H. H. Tarrasch for Stix, Baer & Fuller, St. Louis, Mo.; Center, Display by Henry Goering for The 

Wonder Store, Fresno, Calif.; Lower Left, Display by J. H. Hilton for Goldman-Cobacker Co., Des 
Moines, Iowa; Lower Right, Display by Morehouse & Wells Hardware Co., Decatur, Illinois 
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Upper Left, Display by Raymond E. West for E. Guthrie Co., Paducah, Ky.; Upper Right, Display by 
W. Guy Warner for Friedberg’s, Inc., Detroit, Mich.; Center, Display by D. F. Heizer for Mabley & 
Carew Co., Cincinnati, Ohio; Lower Left, Display by O. W. Landon for Media Drug Co., Philadelphia, 
Pa.; Lower Right, Display by Elmer B. Rowe, for Miller & Webster Clothing Co., Bangor, Maine 
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Sales Value in Contest Displays 


Proven conclusively by remarkable prize winning windows in Glove 
and Neckwear contests just brought to close 


OST notable among the contest awards for nation 
wide window display competition during the 
past month were those announced by the Glove 
Industries Advertising Committee, the Asso- 
ciated Men’s Neckwear Industries, Inc., the 

Brunswick-Balke-Collender Company and the Winchester Re- 
peating Arms Company. 

Contrary to the usual tradition; a displayman in one of the 
smaller cities walked away with the principal awards in the 
contest of the Glove Industries Advertising Committee, which 
was widely advertised by the diligent efforts of the Byron G. 
Moon Company, Inc., Troy, New York, which handles the 
gloye committee’s publicity. When it is said “walked away” 
it means that the winning display which drew a prize of $250 
for C. M. Shrider, display manager of the A. E. Starr Com- 
pany, Zanesville, Ohio, outdistanced most of the others in 
originality. 

Judges in the contest were: M. L. Horwich, of Weber & 
Heilbroner, New York City; H. Littel, of L. Bamberger & 
Co., Newark, N. J., and Claude J. Potter, of the Dry Goods 
Economist, New York. These judges recommended that the 
winning photographs be reproduced in booklet form and dis- 
tributed to displaymen for the purpose of serving as models 
for future displays. The basis of judging the photographs 
was, .first, sales action of the display; second, general attrac- 
tiveness. Secondary considerations were utilization of space 


to the best advantage, logical arrangement, proper blending of 
signs with the general display, creating a well-balanced back- 
ground, so as not to overshadow the merchandise, but so as 
to create sufficient atmosphere to set off the gloves to best 
advantage. ' 

Mr. Shrider, winner of the contest, has been a winner in 
other events, in other lines of merchandise, even to automobile 
displays. His ability is well known throughout the country, 
and his displays for the A. E. Starr Company, Zanesville, com- 
pare favorably with those of'the larger cities. The complete 
list of prize winners follows, the name of the displayman fol- 
lowing behind the name of the firm and city: 


First prize—A. E. Starr Co., Zanesville, Ohio, C. M. 
Shrider. 

Second prize—Boyd-Richardson, St. Louis, Mo., A. C. 
Raining. 

Third prize—The Warner & Bailey Co., Hartford, Conn. 

Fourth prizes—C. H. Yeager Co., Akron, Ohio, Newton 
R. Spinney; Gillions-Nelson Co., San Diego, Cal., Bob 
Hanson; The Killian Co., Cedar Rapids, Iowa, N. H. Luber; 
Rorabaugh-Wiley Dry Goods Co., Hutchinson, Kans., A. W. 
Cunningham; Hershfield Bros., Kalamazoo, Mich., Harry 
A. Hurni. 

Fifth prizes—Falk Mercantile Co., Ltd., Boise, Idaho, 
D. P. Smith;Western Auto Supply Co., Los Angeles, Cal., 
J. M. Meyer, Jr.; Lew Hubbard, Kalamazoo, Mich., Paul 
Kushell; Weber & Heilbroner, New York. City, Henry 
Zimmerman; C. W. Flower Dry Goods Co., Sadalia, Mo., 


; 





Display Winning First Prize in Glove Industries Contest for C. M. Shrider, the A. E. Starr Co., Zanesville, Ohio 
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Leonard Englund; Newman’s, Joplin, Mo., C. R. Morgen- 
thaler; J. H. C. Petersen’s Sons Co., Davenport, Iowa, M. R. 
McDonnell; P. J. Young Dry Goods Co., New Brunswick, 
N. J., W. Fitzgerald; Paul Davis Dry Goods Co., Waterloo, 
Iowa, Earl, C. Sterling; Harris-Emery Co., Des Moines, 
Iowa, Jack Cameron; The Rike-Kumler Co., Dayton, Ohio, 
C. J. Gehring; Charles F. Berg Store, Portland, Ore., 
DeLayal J. Davis; Day-Jones Dry Goods Co., Pueblo, Cal., 
L. R. Slanker; Cohen Bros., Jacksonville, Fla., Walter R. 
Lantaff; C. H. Yeager Co., Akron, Ohio, Newton R. Spin- 
ney; Hamburger’s, Los Angeles, Calif., Carl W. Ahlroth; 
Harzfeld’s Kansas City, Mo. H. Garfinkel; Herpolsheimer 
Co., Grand Rapids, Mich., John T. Mackey; George A. Gray 
Co., Duluth, Minn., J: E. Hopkins; McAuslan & Wakelin Co., 
Inc., Holyoke, Mass., Henry A. Remillard. 


Associated Men’s Neckwear Contest 


Won by A. A. Hansen, of Detroit 


The contest conducted by the Associated Men’s Neckwear 
Industries, Inc., created such remarkable displays from a mer- 
chandising standpoint that, aside from the interest of com- 
peting for the prizes, the majority of displays must have 
pleased the bosses from a standpoint of returns in the cash 
register. Certainly, most of these displays were sales inducers. 

The contest closed officially May 17, having started on 
April 1. It was late in the month when the judges reported to 





First Prize, Associated Men’s Neckwear Industries 
Contest—A. A. Hansen, F, G. Clayton Co., Detroit 


Executive Secretary C. E. Stecher, of the Neckwear Industries 
at their headquarters, 432 Fourth Avennue, Nnw York City, 
and he immediately announced the awards. Several hundred 
hundred photographs. were entered in the contest for the fol- 
lowing prizes, totaling $1,000: First prize, $150; secon,d $100; 
third, $50; and seventy prizes of $10 each. The awards were 
made on the attractiveness of the window display and the 
salesmanship shown in the arrangement of the merchandise. 
It was understood that the displays were to consist only of cut 
silk neckwear. 

When it comes to neckwear displays, Clement Kieffer, Jr., 
display manager of Kleinhan’s, Buffalo, New York, and the 
genial convention director for this year’s I. A. D. M gathering, 
is, in snappy language, “a bear.” Mr. Kieffer won the last 
contest conducted by the neckwear association. In the one 
just closed he captured the third award. Another constant 
winner in neckwear displays is A. A. Hansen, display manager 
of the F. G. Clayton Company, Detroit, Mich., and in this con- 
test Mr. Hansen was awarded the first prize of $150. 

The complete list of prize winners follows: 


First prize, $150—A. A. Hansen, F. G. Clayton Co., De- 
troit, Mich. 

Second prize, $100—Carl W. Ahlroth, Hamburgers, Los 
Angeles, Cal. 

Third prize, $50—Clement Kieffer, Jr., The Kleinhans 
Co., Buffalo, N. Y. 

Seventy fourth prizes, $10 each—R. Humphrey, Lion 
Clothing Co., San Diego, Cal.; Hugh L. Gordon, McVicar- 
Howard-Millhaubt Clothing Co., Wichita, Kans.; A. C. 
Raining, Boyd’s (Boyd Richardson), St: Louis, Mo.; Harold 
A. Grinden, Glass Block Store Co., Duluth, Minn. ; A. J. 
Ritter, B. R. Baker Co., Toledo, Ohio; Harry H. Heim, The 











Second Prize, Associated Men's Neckwear Industries 
Contest—Carl Ahlroth, Hamburger’s, Los Angeles 


Marston Co., San Diego, Cal.; Ellwyn McEachnie, Jahraus- 
Braun Co., Buffalo, N. Y.; H. W. Hafenbrack, Nopper & 
Salm, Toledo, Ohio; R..P. Tallon, James McCreery, New 
York City; Stein’s, Inc., Elmira, N. Y.; A. Dwyer, Adler- 
Swan Clothes, Amsterdam, N. Y.; C.J.Gehring, The Rike- 
Kumler. Co., Dayton, Ohio; Geo. Pray & Co., 1509 Farnam 
Street, Omaha, Neb.; M. Wolfson, Baer Bros. & Prodie, 
Madison Street, Chicago, Ill.; Paul L. Wertz, Victor Barth 
Clothing Co., Columbus, Mo.; Harry A. Hurni, Hershfield 
Bros., Kalamazoo, Mich.; G. W. Hubbard, The M. W. 
Tanner Co., Saginaw, Mich.; Clarence E. Duff, Wm. Er- 
langer Co., East Liverpool, Ohio; W. W. Yeager, Wolf Grei- 
seim & Sons, Bloomington, Ill.; M. A. Dennis, Woolf Bros., 
Wichita, Kansas; A. G. Rohl, O’Connor, Moffatt & Co., 121 
Post Street, San Francisco, Calif.; W. B. Weaver, Mayer 
Bros. Co., Lincoln, Neb.; W. A. Hopkins, Colonial Theater 
Bldg., Hagerstown, Md.; W. J. Randolph, O’Brien-Jobst 
Co, Peoria, Ill.; J. H. Hilton, Goldman-Cobacker Co., 409 
Walnut Street, Des Moines, la.; C. M. Shrider, The A. E. 
Starr Co., Zanesville, Ohio; Robert W. Watson, W. & J. 
Wilson, Victoria, B. C., Canada; H. J. Aigeldinger, J. Sond- 
heim’s Son’s, 700 Penn Street, Reading, Pa.; S. W. Englund, 
The Schradzki Co., Peoria, Ill.; J. H. Hamilton, The Ray M. 
Southworth Co., West LaFayette, Ind.; Jack Cameron, 
Harris-Emery Co., Des Moines, Iowa; J. V. Williams, 
Hughes & Hatcher, Detroit, Mich.; Carlson & Benson, De- 
Kalb, Ill.; W. L. Sinsel, The Parsons-Souders Co., Clarks- 
burg, W. Va.; C. E. Lee, Henry Marx Co., Pine Bluff, Ark.; 
Edward Ferren, Frank B. Sullivan, 400 St. Charles Street, 
New Orleans, La.; Paul Kuschell, Lew Hubbard, 107 W. Main 





Third Prize; Associated Men’s’ Neckwear Industries 
Contest—Clement Kieffer, Jr., Kleinhan’s, Buffalo 


Street Kalamazoo, Mich. Joseph E. Philibert, Alex Rice, 
Montgomery, Ala.; Edgar S. Follett, Wilkie & Platt, Am- 
sterdam, N. Y.; E. P. Lavin, Yowell-Drew Co., Orlando, 
Fla.; J. H. Richter, Ernst Kern Co., Detroit, Mich.; R. E. 
Haynes, A. May & Sons, Grand Rapids, Mich.; I. Schles- 
inger, John David, 32nd Street & Broadway, New York 
City; Bob Hanson, Gillons-Nelson. Co., 1041 Sth Street, 
San Diego, Cal.; Edwin W. McClure, Welsh & Levy Cloth 
Co., Ltd., Baton Rouge, La.; Philip J. Bellanca, Davis Bros., 
W. Ferry Street, Buffalo, N. Y.; Wm. J. Wheeler, Campbell- 
Johnson Co., Casper, Wyoming; O. Wallace Davis, H. Batter- 
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man Co., Brooklyn, N. Y.; Joseph H. Marshall, The Boersma 
Co., 11056 S. Michigan Ave., Chicago, Ill.; A. P. Gwynn, 
Greentrees, Broad at 7th Street, Richmond, Va.; W. A. Mell, 
Pantlind Style Shop, Grand Rapids, Mich.; Dewey Speakman, 
Germain Joseph Cloth. Co., Circleville, O.; W. 1. Greene, Koch 
Bros., Alliance, O.; A. E. Rasch, H. G. Munger & Co., Her- 
kimer, N. Y.; Casper Anderson, Ben Katz, Yankton, S. D.; 
Geo. J. Wigge, Louis Appel Co., Louisville, Ky.; E. J. Sher- 
man The Kennedy Cloth Co., Sumner and Hawley Streets, 
Boston, Mass.; F. Stockbauer, Continental Cloth Co., Osh- 
kosh, Wis.; H. F. Kilgore, Men’s Wear Shop, 1868 N. High 
Street, Columbus, O.; W. M. Fisher, The Shepard Stores, 
Boston, Mass.; R. S. Stedman, Browning King Co., Buffalo, 
N. Y.; A. A. Joseph, Goldsboro, N. C.; L. M. Powell, J. L. 
Olivers Son, Cairo, Ga.; W. Bartikoski, First Street Depart- 
ment Store, Duluth, Minn.; Anthony Fetherol, Maunz Indi- 
vidual Shop, Fairmont, West Va.; Jerome Rosengard, Jerry’s 
Haberdashery, 113 Lafayette Street, Utica, N. Y.; Wm. B. 
Johnson, Carpenter, Mitchell Co., 191 Broadway, Salem, N. J.; 
A. D. Weller, Reitler Cloth Co., Beloit, Wis.; Deutsch Bros., 
34 N. Vermilion Street, Danville, Ill.; E. G. Lovell, The B. R. 
Baker Co., Cleveland, O. 


~  Displayman Wins Prize Without Knowing 
He is in the Contest 


One of the most unusual happenings ever recorded in a 
window display contest marked the recent competition of the 
Brunswick-Balke-Collender Company, of Chicago, linked up 
with the advent of Al Jolson, the famous singing comedian, 





Display Which Won First Prize for Joe Green, Sioux 
City, Iowa. He Did Not Know It Was Entered 


in making Brunswick records. The unusual event was the 
winning of the first prize by a displayman who did not even 
know he was in the contest. 

At the time of Al Jolson’s appearance at the Auditorium 
in Sioux City, lowa, on his way to the Pacific coast, Joe Green, 
display manager for Davidson Brothers Company, one of 
Sioux City’s largest department stores, sensing the fact that 
Jolson had just begun to rélease Brunswick records, installed 
an attractive window display. The background was a huge 
record, with cut-outs of Jolson arranged at each side. Mr. 
Jolson visited the store during his travels about the city and 
observed the window display. He was impressed with it to 
such an extent that he had a photograph taken and entered it 
in the contest. That was Green’s first intimation of it. Natu- 
rally, he was more than surprised when the awards were an- 
nounced to find himself winner of the major prize of $300. 


The other two principal awards in the contest were won 
by the Brunswick Music Shop, I. F. Shalek,. manager, 3206 
Lawrence Avenue, Chicago, second, and Butler Music Com- 
pany, of Marion, Ind., third. Both had attractive displays, 
the former being enhanced by unusual lighting effects. 


Illinois Man Wins Bakery Competition 


The Federal System of Bakeries in America recently con- 
ducted a contest linked up with the manufacturers ot cocoa- 
nut. The window displays, in conjunction, were the predomi- 
nant feature of the event, known as the Cocoanut Products 
Campaign. The prize, a silver loving cup, was offered by the 
Hills Brothers Company, Beach and Washington Streets, New 
York, manufacturers of Dromedary Cocoanut. The contest 
was directed by Mort Hamberg, of the Federal System of 
Bakeries, Davenport, Iowa. The winner of the cup was C. F. 


SYSTEM 
OF BAKERIES 
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Display Which Won First Prize in Federal Bakeries 
Contest for C. F. Forster, Sterling, Til. 


Forster, of the Federal Bakery at Sterling, Illinois. His dis- 
play was simple, but tasty, clean and attractive. Other branches 
of the Federal System receiving honorable mention in the con- 
test were: Cedar Rapids, Iowa; Jacksonville, Florida; Omaha, 
Nebraska, and Stamford, Connecticut. 


Kentucky Hardware Store Captures Two Prizes 
in Winchester Contest 


One of the most notable of display contests conducted 
throughout the year is that of the Winchester Repeating Arms 
Company, of New Haven, Conn. This company manufactures 
many products aside from firearms, and in its contest for the 
first quarter of the year these additional products were fea- 
tured in displays. Contests are conducted: each quarter of the 
year,.and after the awards are all in at the close of the year 
the winners compete for a grand prize. 

A steady winner in sporting goods and hardware contests 
is the Warren County Hardware Company, of Bowling Green, 
Kentucky, and in the Winchester contest awards, just an- 
nounced for the first quarter, this company captured first prize 
of $100. Herman Lowe was the lucky display manager. The 
second prize of $50 went to the Dresslar Hardware Company, 
of Los Angeles, Calif., and third award of $25 to Field & 
Lawrence, Bellows Falls, Vermont. 

In addition to the general prizes, a series of prizes is 
offered to the winners in the districts established, these being 
represented mainly by Winchester branches and wholesalers. 
The complete list of district winners in the first quarterly con- 
test for 1924 follows: 

St. Louis District—First prize, $25, Warren County Hard- 
ware Co., Bowling Green, Ky.; second prize, $10, Lehman 
Hardware Co., St. Louis, Mo.; third prize, $5, George S. Mer- 
riam, Keokuk, Ia. 

Minneapolis District—First prize, $25, Plunkett Hardware 
& Plumbing Co., Red Lodge, Montana; second prize, $10, 
Range Hardware Co., Eveleth, Minn.; third prize, $5, A. 
Swanson’s Sons, Red Wing, Minn. .- 

Philadelphia District—First prize, $25, Reynolds, Thomp- 
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(Continued on page 88) 














Looking down left aisle 


The Botani 


—the paradise of dis- 
playmen. They will stir 
the imagination and keep 
alive your enthusiasm 
twelve months in the 


year. 





with its splendor, its 
wit and bu&tle has 
passed into history, 
there always remain 


Entrance to resale department 


One of several pretty panels 


cal Show-Rooms 


Prominent Merchants 
and display men visit our 
show rooms regularly. 
Make it a point to do 
likewise. A cordial wel- 


come always awaits you. 


he Botanical Decorating Co. 


(Established 1896) 


319 to 327 West Van Buren Street 
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June Bride Windows Draw Interest 


Exceptional efforts put forth by displaymen this year to attract 
interest in summer wedding events 


UNE bride displays for 1924 eclipsed pre- 
vious efforts of the country’s displaymen, 
judging by the remarkably artistic window 
photographs received by The DISPLAY 

WORLD. These have come in during the past month 
by the dozens. Each one seemed to outdo the other. 
It is impossible to reproduce them all, but some of them 
deserve special attention, because of the thoughts they 
may convey to displaymen. 

. The Emporium, San Francisco, is noted for its re- 
markable display frontage. Persons visiting San Fran- 
cisco and walking down Market Street can not refrain 
from stopping to gaze at the remarkable displays in the 
long arcade front windows. On special occasions the 
entire battery of windows is thrown into the one sub- 
ject. In June bride displays this is no exception. The 
story of the bride is so carefully told, from the 
“shower” to the wedding ceremony, travel luggage and 
the home, that not a single detail for the edification of 
the public is overlooked. This year all former efforts 
were eclipsed, and the crowds that observed the display 
were forced to pause in wonderment that all the details 
could be so carefully carried out and the display remain 
so artistically perfect. 


H. C. Petit, display manager of the J. W. Robinson 
Co., Los Angeles, has long been considered one of the 
foremost displaymen on the Pacific coast. That was 
recognized when he was recently elected president of 
the Los Angeles Display Men’s Club. But Mr. Petit 
certainly can not have many rivals when it comes to 
putting the realistic touch into his displays. His June 
bride windows vividly show that to be true, and by the 
liberal use of potted plants and the green foliage usually 
associated with weddings, whether they be in June 
or other seasons of the year,-are carefully carried 
out. Mr. Petit accomplished some remarkable work 
this year in that respect. 

In Los Angeles the windows of Barker Brothers 
can also be looked to when June approaches as pre- 
senting something unusual. This year was no exception, 
and Paul Francisco Lupo, the popular display manager 
of this wonderful furniture store, noted throughout 
the country, presented some of the cleverest windows 
that have ever been unveiled for a similar event. The 
settings are rich and expensive, and the figures used in 
perfect harmony with the background. The illustration, 
showing the mother and daughter-bride in the boudoir, 
is a marvel of elegance and correct detail. 





Magnificent Bridal Chamber Setting by Paul F. Lupo'for Barker Brothers, Los Angeles, Calif. 
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LIGHT THAT WILL PAY A PROFIT 


Find Out How to Make Light Pay A Profit 
Extra Store Sales Are Within Your Reach 


—SUN-RAY — 
SPOT-LIGHTS, REFLECTORS, 
LIGHTING EQUIPMENTS 

















NEW CATALOG 


SHOWING 
FULL LINE — SAMPLE» 
COLORED GELATINE | 
| BOOK — MAILED ON | 


<=. | REQUEST— WRITE. —_ 
TYPE B SPOTLIGHT | roryouRCOPY | TYPE SPOT-LIGHT 
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READY TO ATTACH = | TODAY. | READY TO ATTACH 
4 SHEETS COLORED | _ | 4 SHEETS COLORED 
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FOOT-LIGHTS 
In Various Lengths---Prices on Application 


FREDERICK A. BOHLING 


902 West 44th Street - - - - New York City 
VISIT OUR SHOWROOMS 
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June Bride Displays—Upper Left, Headless Forms in Bridal Display by P. S. Williams for Scruggs-V andervoort- 

Barney, St. Louis; Upper Right, Display by H. C. Petit for J. W. Robinson Co., Los Angeles; Center, Bridal Cos- 

time of Pearls by F. B. Waldo for C. F. Hovey Co., Boston; Lower, Entire Frontage of Emporium, San Francisco, 
Devoted to Bridal Displays. 


In Boston, this year, F. B. Waldo, display manager 
of the C. F. Hovey Co., unveiled a display that was 
remarkable in carrying out the June bride motif. The 
figure of the bride, the flower girl and train bearers 
were all clothed in beads—just 4,500 strings of pearls, 
to be exact. The draping of the bridal figure in a gown 
of beads was remarkable work, and Mr. Waldo reports 
that the window was a sensation. It was installed espe- 
cially to advertise Regent pearls. 


Brager’s, of Baltimore, conducted a great annual 
Style Revue, May 27, and featured a fashionable wed- 
ding. The stage setting resembled a church altar. All 
the appointments for the affair were carried out per- 
fectly, and credit for this unusual feature of the revue 
goes to Milton Hartmann, display manager, who <ar- 
ranged and had charge of the entire event. 


The use of headless figures in a June bridal display, 


effectively and artistically, was an achievement of P. S. 
Williams, display manager for Scruggs-Vandervoort- 
Barney, St. Louis, Mo. 





NECKWEAR ASSOCIATION ELECTS OFFICERS 


At the annual meeting of the Associated Men’s Neck- 
wear Industries, held recently, the following directors 
were chosen: One year, Chas. Ruston, Jr.. W. K. Meyer, 
Leo Herz, I. S. Wolf; two years, I. A. Ullman, W. O. Horn, 
K. A. Meyer, Wilfred Schwab; three years, David Meyer, 


Herbert Marcus, L. G. Gould, O. H. Heumann. The direc- 
tors at a meeting April 14 élected the following officers: 


President, Chas. Ruston, Jr.. New York; first vice-presi- 
den:, David Meyer, New York; second viceepresi ent, K. A 
Meyer; secretary, L. G. Gould; treasurer, I. A. Ullman, 
all of New York. Regional vice-presidents chosen were: 
Marion R. Gray, Los Angeles; Harry Eisenstaedt, Chicago; 
Frank P. Brooke, Philadelphia; H. M. Cohn, Rochester, 
and Simon M. Frank, St. Louis. 
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SPORT PANELS 


By Catherine Taylor 


Catherine Taylor’s figure work in any medium and any kind of material is one 
good reason for an increased use of figures in background panels. They are 
not stilted fashion sketches, but lifelike drawings. The action and the anatomy 
are correct. The clothes are the vogue. The colors are striking and fit the 


occasion. 


he ee 


Some of us are best in figure work, some specialize in child life, scenics or 
decoratives. This enables us to produce a great variety of work for the dis- 


' playmen. We'll all exhibit in Buffalo. 


WE WORK IN 
DYE, OIL or WATER COLOR 


WE PAINT ON 


SILK. MUSLIN, CANVAS or BOARD 


WE DESIGN, BUILD AND PAINT 


WINDOW SETS - BACKGROUNDS 
PANELS - SCREENS - CUT-OUTS 


HARRY TAYLOR, and Associated Artists 


209 West 34th Street 








New York City 
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American Walnut Ideal Background 


Proves to be splendid material to prevent glare from sunlight or 
illumination and adds distinction to window 


By GEORGE N. LAMB 


Secretary, American Walnut Manufacturers’ Association, Chicago, IIl. 


OTICEABLE revival is found in the use of 
our native American walnut for furniture 
and woodwork during the past five years. 
Walnut dominates the wood furniture 

field and is increasingly popular as trim in the 
better class of homes, clubs, hotels, churches, and 
commercial and public buildings. In none of these 
fields, however, has it made such gains as in its 
use for store window backgrounds and to a some- 
what less extent for fixtures. 

There seems to be throughout the country an 
increasing appreciation of the importance, as a sell- 
ing agency, of good display windows. It is not at 


all infrequent that the profit or loss question will . 


be settled by the skill with which these displays are 
handled. The tendency today is for a new store 
to put in first-class display windows. A surprisingly 
large number of these are in American walnut. 
Many of the antiquated display facilities are being 
remodeled, and of these a goodly percentage are 
replaced in American walnut. 

The reasons why walnut is popular for this 
purpose are just the same reasons why walnut is 








esteemed for furniture and for interior trim, al- 
though the order of importance of these reasons 
is somewhat reversed when applied to display win- 
dows. For instance, walnut brown is a color that 
does not clash with many other combinations. It 
can make a rich setting for most any kind of mer- 
chandise, vivid or somber in color. This desirable 
characteristic is important in furniture, but for 
window backgrounds is essential, therefore, probably 
the first to be considered. The window back- 
ground is to give a rich harmonious setting, but 
must accentuate the goods displayed without de- 
tracting from their appearance or diverting the 
public’s attention to the setting. Walnut, with its 
rich brown color, performs this function in a re- 
markable manner. 


Another characteristic of walnut is the variety 
of effects that can be created with walnut paneling. 
The wood of no two trees is ever alike, also the 
method of cutting the wood can be varied indefin- 
itely. As a result, in spite of the fact that there 
may be many walnut windows on a single street, 
no two of them are alike. A five-mile row of wal- 
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Window Display of Shoes at Marshall Field & Co., Chicago, Showing Walnut Background. 
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Modern Walnut Installation of High Character, Rothschild & Sons, Kansas City, Mo. 


nut windows could be built without duplicating the 
figure of the wood. From the standpoint of dis- 
play windows, this is an important consideration, 
as no two stores care to have windows which re- 
semble each other, especially if they are in com- 
peting lines of business. 

In the furniture field, probably the beauty of walnut 
is of first consideration, but for window backgrounds 
this desirable character may not be as important 
as the considerations of harmony and variability. 
However, it certainly comes next after these consid- 
erations. It seems hardly necessary to discuss this 
subject because the beauty of walnut is so univer- 
sally acknowledged and is recognized by everybody 
ata glance. The beauty of walnut lies in its natural 
color, its depth and richness of grain, its suscepti- 
bility to the highest polish and to its infinite variety 
of pleasing figures. The brown of walnut is not 
the result of a coal-tar product applied to the sur- 
face as is the case with all other reds and browns 
in other finished woods, but is the natural color of 
the wood placed there by the hand of nature. This 
gives walnut color a richness and permanence that 
is not possible with an “applied color. Another 
point in the beauty of walnut is that with all its 
variety and richness of figure, the figure is not 
the result of colors or lack of colors in the wood, 
but merely the lights and shadows caused by irre- 
gularities in the grain of the wood. On a smooth 
surface these irregularities, together with the marks 


of the annual growth rings, make the figure in wal- 
nut, and it is there to stay. Plain wood in walnut 
has a rich and quiet dignity, the “stripe” and “roll” 
figures are distinctive, the mottles, ripple marks, 
burls and matched figures are strikingly beautiful. 
Each has a truly individual pattern of beauty. 

Another consideration in planning show win- 
dow backgrounds is permanence or durability. Here 
again walnut takes a long lead. It not only ranks 
with the woods that are durable when exposed to 
unfavorable atmospheric and moisture conditions 
but shows less change when subjected to these con- 
ditions. Practically no other wood is used for gun- 
stocks for this very reason. 

Many show windows are subjected to strong 
light and often to direct sunlight. Woods that 
depend for color on artificial stains frequently “go 
bad” under such conditions. Light and moisture con- 
ditions cause such stains to run or fade while chem- 
ical changes often cause weird effects. With the 
figure and color of walnut grown in the wood, age 
tends rather to deepen the beauty of walnut. Con- 
sidered from a purely dollars and cents basis, wal- 
nut is a most economical wood for window back- 
grounds. Its first cost is but little more than com- 
moner woods and over a period of years it is ac- 
tuaily cheaper. When we add to this the extra re- 
turns in its greater desirability, it is not difficult to 
account for its leadership as a material for back- 
grounds in the better class of display windows. 
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A FEW OF THE LEADING PERPATUM 


THE DISPLAY WORLD 


INCREASES 
DAILY SALES 


PERPATUM is a Non-Electric Revolving Display Fixture which has proved its value as a stimulant to 
business. Wind it up in the morning and it will revolve all day long in a slow graceful movement that 
will attract attention to your merchandise. PERPATUM puts life into your display and gives you an 
opportunity of showing your goods in a most attractive manner from every angle and with real annimation. 
‘You know that motion stops the eye. PERPATUM will do that and focus interest on what you want to 
sell. Nothing to get out of order. No upkeep. No burnt out fuse. No Permits. No fire risk. Simple 
as winding up a clock. 


EXCERPTS FROM ORIGINAL LETTERS ENDORSING PERPATUM 


Young’s Hats: “The hats displayed on PERPATUM have exceptional sales made to customers who came into 
outsold other hats in the same windows.” our establishment and purchased cocoa displayed on 
Crouch & Fitzgerald: “We noticed a substantial increase in PERPATUM in our store.” 
traveling bags the week we displayed them on ‘Per- Stanley & Patterson: ‘We cannot recommend too highly 
patum’.’ the ‘Perpatum’ as a stimulant for almost any sort of 
Page & Shaw: “We particularly were impressed with the window display.” 


Geo. Borgfeldt & Co.: “There is no doubt 
in our mind that “Perpatum” will in- 
crease the daily sales of any kind ot 
merchandise—and we predict that Per- 
patum is bound to revolutionize win- 
dow as well as interior displays.” 


Sole Distributors 


MAURICE S. KELLER, Corp. 


1 W. 34th St., New York City 


Fitzroy 3933. 


ee \\ TRADE Mark 


REGISTERED 
PATENTED NOV, 27. 1923. 











WALK OVER SHOE CO. YOUNG’S HATS 
Es SEER | EE 


INQUIRY COUPON 
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USERS INCLUDE 



























L. arts & Sons, 


nc. 
Walk-Over Shoe Co. 
Robert Reiss & Co 
A. Warendorff 
Dennison Mfg. Co. 
Haynes-Griffin 
The Bedell Co. 
W.W. Harrison & Co. 
The Winchester 
Store 
Fifth Ave, Sh 
W. E. Pruden Hard- 
ware Co. 








Herman Seidenberg 

Majestic Hotel 

H. Hicks & Son 

Terminal Toy Shop 

taxes Motor Supplies 
‘oO 


B’dway Haberdasher 
Innovation Trunk Co. 
Hecht Brothers 

W. L. Douglas Shoe 


0. 
Sherwin-Williams 


Sporerene, Daly & ; 
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LEATHER GOODS 
Crouch & Fitzgerald _ 


Maurice S. Keller Corporation 
1 West 34th St., New York City. 
We are interested in PERPATUM and 
would appreciate your sending us full 
| information in regard to this Non- 
Electric Revolving Display Fixture. 


Number 


2 Pees Cy ae POMINONGS 66.i5 58 cies 
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University Students Study Displays 


Pracitcal experience given them by tours over New York showing the 
actual work of the foremost display artists 


By C. HAYES SPRAGUE 


Asst. Professor Advertising and Marketing, New York University 


OO often we teachers stick to text books and 
blackboards when outside of the classroom 

a wealth of live material is waiting to be 

used. A large city is an ideal laboratory. 

Here we find illustrations ready made and solutions for 
our problems presented in a thousand different 


ways. Because of this excellent opportunity, New | 


York University has been able to offer a course in 
the essentials of window display. Fifteen lectures 
barely cover the subject but by taking full advant- 
‘age of the marvellous window exhibitions within a 
few squares of the University, we are able to do 
a great deal of very satisfactory work. 

Three years ago when the University first an- 
nounced the course, seven students registered. Last 
year we had thirty, and this year between sixty 
and seventy. The lectures and classroom demon- 
strations are followed by visits to the Broadway 
and Fifth Avenue shop windows. There the sub- 
ject of the lecture is briefly reviewed. The student 
sees the problem solved in several important win- 
dows and in a variety of ways. Most of the win- 
dow artists of the shopping districts of New York, 
indeed, in the entire metropolitan districts, are 
masters of their professions. Ideals for future cre- 
ative work are often based on the understanding, 
on the part of the student, of the methods employed 
by these master artists. 

The varied interests of our students and their 
stated desire for fundamental principles rather than 
detailed instruction, make it necessary to treat the 





material -of the course in its largest aspects. To 
further speed up the work we planned our class 
demonstrations for the miniature window rather 
than the full-sized dummy window. In this way 
several set-ups could be made in one evening. For 
example a simple lesson in balance arrangement 
can be worked out in the class ,then under the 
bright lights of the big city’s thoroughfare it is 
possible to compare a dozen different types of bal- 
ance arrangement. It is possible to compare dis- 
plays of goods of a similar nature and displays of 
goods in no way related. The following day the 
student covers the same route making such notes 
as are essential to retain the impression. 

Our first trips were made possible through the 
courtesy of one of our students, whose automobile 
was at our command. Last year, with the larger 
group we walked from window to window. This 
year we have planned to hire a sightseeing bus, 
remove the Coney Island and Chinatown signs and 
give the professional announcer a night off. The 
route will be carefully studied in advance and th~ 
interest elements in each window will be reviewed 
with even more care than has been possible here- 
tofore. The route will probably be covered twice 
in order to avoid attracting a crowd. Father Knick- 
erbocker is used to “rubberneck” wagons, but how 
he will view a dignified university class on wheels, 
with a college professor using the megaphone, re- 
mains to be seen. The class draws most of its stu- 


(Continued on page 54) 





Two Window Displays at Lord & Taylor’s, Part of New York University Study Program. 
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Show Window 
of the 
Dancer- 
Brogan Co., 
ing, 
Mich. 





————_ 
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| —on the Central Feature of Your Display 


Bring out the important unit of your window display with 
} \ \ a “Pittsburgh” Windo-Spot. When occasion demands, 
ee vary your lighting effect with “Pittsburgh” Color-Lite. 


These are a part of the “Pittsburgh” line of show-window 











“Pittsburgh's” lighting equipment, which also includes the well-known “Pitts- 
7-Year Record and burgh” Silvered Reflectors, and Easy-to-Install Conduit. 
5-Year Guarantee For many years we have specialized ‘in show-window lighting 


and have a fund of information and experience that will help 


Not a single “Pittsburgh” reflector made you get the best results from your displays. 


since August 1, 1916, when we began using 











our secret process of backing, has ever been Send us a rough pencil sketch of the floor plan of the window to be lighted, 
reported to us as having the silvering tarnish marking on it the length of glass, the distance from glass to background, from 
or discolor, or the backing crack, check or floor to ceiling, from floor to transom bar, if any, and height of background. 
peel, in spite of our 5-year guarantee. Not We will then offer suggestions for the proper lighting of such a window, and 
only is this an agreement to replace defective send an estimate of the cost. 
material, but it is an assurance that replace- Write for a free copy of our valuable booklet, ‘Show Window Lighting.” 
ments will not be required. 

Pittsburgh Reflector & Illuminating 

Company 
403 Bowman Building - Pittsburgh, Pa. 


NEW YORK—1452 Broadway CHICAGO—565 W. Washington St. 


: PHILADELPHIA— SAN FRANCISCO— 
\ 235 South Eighth Street 90 New Montgomery Street 


TORONTO, ONT.—Wilson Illumination Co., 237% Yonge Street 
LOUISVILLE—Nicholson Electrical Sales, 307 Keller Building 


‘Ps sburgh” 
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Style Display Arcade in New Store 


Entire frontage of magnificent new southern clothing establishment 
is devoted to unusual display features 


PON completion of the Ricou-Brewster Build- 
ing, at Shreveport, Louisiana, a beautiful 
white terracotta six story fireproof struc- 
ture situated in the heart of Shreveport’s new 
retail district, Selber Bros., will move to their 

new and greater store, having leased the entire ground and 
mezzanine floors with a frontage of 120 feet on Milam 
Street and 150 feet on Marshall Street; and will sub-lease 
three stores each 20x150 feet to non-conflicting lines, which 
will be announced later. 

The display windows are modeled after those of Amer- 
ica’s finest men’s wear stores found on the world’s busiest 
fhoroughfares, which enables the passerby to quickly and 
plainly see all merchandise on display. The windows are 
shallow, thus bringing each display very close to the view 
of all who pass by. 

One of the features is incorporation of the style arcade, 
which extends across the entire front of the building, mak- 
ing a perpetual style show possible the year ’round. Also 
a protection for the public from the elements. A brilliantly 
lighted marquette also completely covers the sidewalk on 
both Marshall and Milam Streets. 

In addition to the style arcade, there are approximately 
150 feet of window display on Marshall Street, making a 
total of approximately 400 lineal feet of displays. All dis- 
play windows are finished in American walnut; fixtures are 
of solid walnut; valance of natural color waffle cloth, black 
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Magnificent New Home of Selber Bros., Shreveport, La., Showing Elaborate Style Front Arcade. 
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felt applique, black and natural fringe and tassels, which 
harmonize with the show windows and exterior of the 
building. 


In equipment the new Selber Bros.’ store will represent 
the most modern development in fixtures and general lay- 
out. The plans anticipate every possible convenience for 
the public as well as for the welfare of the employees. 
Great care and study have been exercised in arrangement; 
spacious aisles are flooded with daylight. When additional 
illumination is necessary the latest type electric lighting 
units will supply it, assuring brilliant, efficient illumination 
at all times. On the first floor wlil be located the following 
departments: Furnishing goods, hats and clothing. Each 
department will be completely segregated from the others, 
and conveniently located, with skilled sales people in 
charge, thoroughly prepared to render efficient, personal 
service to the store’s clientele. 


All merchandise will be carried in crystal, dust-proof 
cases and drawers. Interior fixtures are also of American 
walnut, with walls, ceiling and terrezzo floor harmoniously 
blended, giving the interior a warm and inviting atmos- 
phere. Adjoining the clothing department is one of the 
finest, most complete and sanitary daylight alteration de- 
partments, with every facility to aid in the fitting of 
clothing. 


(Continued on page 78) 
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go farther-—improves your 


Makes cutout show cards of 
unique designs—many at a 
time. 
Cuts any design, scroll or 
straight, from two thicknesses 
of wallboard. 
Cuts 14 perfect stencils at a 
time. 
Cuts innumerable paper flow=- 
ers without the expense of 
dies or tedious hand labor. 
Makes raised letter signs and 
designs of inlaid leather, soft 
wood, etc. 

THE SATISFACTION 
OF 


OeS aS 





ADDED GUARANTEE 


Bry Block Mercantile Co., 
Memphis, Tenn, 
Cleveland Artificial 
Co., Cleveland, O. 
Equitable Meter Co., Pitts- 

burgh, Pa. 
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Makes your display appropriation 


Pees 





THESE USERS YOUR | 


Flower | 


sopnmamers | 
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As Eiisy as Tracing a 
Design: With a Pencil 


A small chisel, making 2,000 
strokes per minute, cuts a clean, 
straight, square, razor-like edge. 
Any point on the design may be 
the starting’ point. No need to dis- 
mantle the machine for cutting “is- 
lands.” The stroke may be ad- 
justed for any thickness up to half 
an inch. The high speed assures 
a smooth edge on any material, no 
matter how soft. Actually polishes 
the edges of wallboard and soft 
wood. No mechanical experience 
necessary. Only a little practice 
required. # 





P. Goldsmith’s Sons, Ciricin- 


nati, O. 

} Hexrzfeld-Phillipson Co., Mil- 

| waukee, Wis. 

} S. S. Kresge Co., Chicago, IIl. 

Long Bell Lumber Co., Kelso, 
Wash. 

McCallum Co., Inc., 
burgh, Pa. 

Montgomery Fair, Montgom- 
ery, Ala. 

Newman Mercantile Co., Jop- 
lin, Mo. 

Newman-Stern Co., Cleveland, 
Ohio. 

ee Co., San Francisco, 


Pitts- 


“al. 
Schack Artificial Flower Co., 
Chicago, Ill. 

A. G. Spalding & Bros., Chi- 
cago and San Francisco. 
Worth Dept. Store, New York, 

BY. 
Hershey Dept. Store, Her- 
shey, Pa. 











WONDERFUL new displays, hitherto impossible because of expense and 

time, may now become realities. Leather, paper, soft wood, cardboard, 
wallboard, and cloth assume any design as easily as if traced with a pencil. 
The Cutawl exercises‘ your own ideas. 

Just a hint: Scrolled backgrounds—beautiful stencils—showcards shaped 
like autumn leaves, Easter bunnies, firecrackers, etc. No expense of dies. 
No tedious hand labor. 

Never before has the display man had such an ally at his command. 


USE IT 15 DAYS AT OUR EXPENSE 


For two years the Cutawl has been proved and improved in actual opera- 
tion. Today it is a mechanical success. Anyone can use it with a little 
practice. We guarantee the Cutawl to be free from defects in workmanship 
and material for one year from date of purchase. 

You want—you need—the Cutawl! Even from this brief description you 
are sure of that. We'll go farther. We’ll prove everything we’ve said. Try 
the Cutawl yourself. If it doesn’t measure up to our claims and do satis- 
factory work, we’ll allow full credit if returned within 15 days. 

The price, complete with motor, mounting, bracket, and 3 dozen cutting 
chisels, is $150.00 f.0.b. Chicago. Terms to those with established credit; 
others C. O. D. - 

Order yours today. Let the Cutawl prove its worth. You take no 
chance. And the Cutawl will save its cost many times over, so it really 
costs you nothing. The coupon below entitles you to the 15 days’ trial. 
Use it—now. 


THE INTERNATIONAL REGISTER COMPANY 


13 South Throop Street, Chicago, IIl. 


International 


aaa ae 





J s 
Mail this | The Interrational Register Co., 
13 South Throop Street, Chicago, III. 


Send us at $150.00 f. 0. b. Chicago (Terms—C. O. D.) 
C ou p on j one International Cutawl, with the understanding that if 
it does not measure up to your claims we may return 


now fo Yr i it in 15 days for full refund or credit. 
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far as your imagination 
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Arabian Ornamentation Peculiar 


Mohammedans formed and perfected style of art distinctively their 
own, resulting in complete transformation | 


By HENRY SHERROD 
Display Manager, Stewart Dry Goods Company, Louisville, Ky. 


HEN the religion of Mohammed spread 

with such astounding rapidity over the 

East, the growing wants of a new’civiliza- 

tion naturally led to the formation of a 
new style of art, and whilst it is certain that the early 
edifices of the Mohammedans were either Old Roman, 
or Byzantine buildings adapted to their own uses, or 
buildings constructed on the ruins and with the ma- 
terials of ancient monuments, it is equally certain that 
the new wants to be supplied and the new feelings to 
be expressed must, at a very early period, have given 
a peculiar character to their architecture. 

In the buildings which they constructed, partly of 
old materials, they endeavored in the new parts of the 
structure to imitate the details borrowed from old 
buildings. The same result followed as had already 
taken place in the transformation of the Roman style 
to the Byzantine. 
~~ The imitations were crude and imperfect. So it is 
with our own work. But this very imperfection will 
give birth to a new order of ideas. They never re- 
turned to the original model, but gradually threw off 
the shackles which the original model imposed. The 
Mohammedans, very early in their history, formed and 
perfected a style of art peculiarly their own. For in- 
stance, in the Mosque of Tauloon in Cairo, which was 
erected in 876, only 250 years after the establishment 
of Mohammedanism, we already find a style of archi- 
tecture complete in itself—retaining, it is true, traces 
of its origin, but being entirely freed from any direct 
imitation of previous style. This result is very remark- 
able when compared with the results of the Christian 
religion in another direction. It can hardly be said 
that Christianity produced an architecture peculiarly its 
own and entirely freed from traces of Paganism, until 
the twelfth or thirteenth centuries. 

The mosques of Cairo are amongst the most beauti- 
ful buildings in the world. They are remarkable at the 
same time for the grandeur and simplicity of their gen- 
eral forms, and for the refinement and elegance which 
the decoration of these forms display. This elegance of 
ornamentation appears to have been derived from the 
Persians, from whom the Arabs are supposed to have 
derived many of their arts. It is more than probable 
that this influence reached them by a double process. 
The Art of Byzantium already displays Asiatic influ- 
ence. The remains of Bi Soutoun, published by Flan- 
dus and Cosle, are either Persian under Byzantine 
influence, or, if of earlier date, there must be much of 


Byzantine art, which was derived from Persian sources, 


. $0 similar are they in general character of outline. 


An ornament on a Sassanian capital, which appears 
to be the type of Arabian drapers, and on the spandril 
of an arch from St. Sophia; will be a system of decora- 
tion totally at variance with much of the Graeco-Roman 
features of that building, Which it may not be impos- 
sible, are the result of some Asiatic influence. Be that 
as it may, this spandril is itself the foundation of the 
surface decoration of the Arabs and Moors. Although 
the leafage which surrounds the center is still reminis- 
cent of the Acanthus leaf, it is the first attempt at 
throwing of the principles of leafage, growing out one 
from the other. The scroll is continuous, without a 
break. The pattern is distributed all over the spandril, 
so as to produce one even tint, which was ever the aim 
of the Arabs and Moors.) There is another feature 
connected with it—the mouldings on the edge of the 
arch are ornamented from the surface, and the soffit 
of the arch is decorated in the same way as the soffits 
of Arabian and Moresque arches. 

The collections of ornaments from the Mosque of 
Tauloon are very remarkable as exhibiting in this early 
stage of Arabian art the types of all those arrangements 
of forms which reach their culminating point in the 
Alhambra. The differences which exist result from the 
less perfection of the distribution of the forms. The 
leading principles are the same. They represent the 
first stage of surface decoration. They are of plaster, 
and the surface of the part to be decorated being first 
brought to an even face, the patterns were either 
stamped or traced upon the material, whilst still in 
plaster state, with blunt instruments, @fhich in making 
the incisions slight rounded the edges. We at once 
recognize that the principles of radiation of the lines 
from the parent stem and the tangential curvature of 
these lines had been either retained by Graeco-Roman 
tradition or was felt by them from observation of na- 
ture. 





MERCHANTS PLAN WEEKLY DISPLAY CONTESTS 


Members of the West Main Street Merchants’ Associa- 
tion of Springfield, Ohio, have shown such interest in re- 
cent competitive window display tests that it has been de- 
cided to hold weekly window display contests. Two cups 
are to be awarded, one for the large window owners and 
one for the smaller window owners, 

The cluster, ornamental street lights are to be extended: 
several blocks, and special parking spaces are to be created 
for the automobiles of customers. J. W. Thompson, of the 
Thompson-Ford Co., is president of the association. 
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DI/PLAYMEN 


ILeadership 


From the beginning, thirty years ago, the SCHACK 
line of Show Window Decorations has always been a 
leader in originality of designs, practicability and reason- 
able prices. 
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Today the same spirit of leadership is characteristic in 
our new Fall Line where we have succeeded in combining 
beauty and originality of design and color so intimately 
with the useful functions that each decorative suggestion “ 
we show constitutes a masterpiece of window display art. Joucgh Séliack 














We take pride in inviting you to inspect our Fall exhibit 
during the I. A. D..M. Convention at Buffalo, June 23 to 
26. Booth Nos. 33-34-35-36. 


New Fall Flower Book 
is the most complete catalog of window and store S 4 H Al K 
interior display decoratives ever published. 
It contains hundreds of full color illustrations of 
criginal and practical designs for Fall windows. ARTIFICIAL FLOWER (0 
8 
Send for your copy today. 
Salesroom 


It’s FREE for the asking. Factory Chi 
Ask for Catalog D. W. 24. 134 N. Robey St. cago 63 E. Adams St. 
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White Way Opening Is Celebrated 


Contest conducted by Chamber of Commerce results in some attractive 
windows, all linked up with civic improvement 


By W. W. HUGHES 


Secretary, Chamber of Commerce, Little Falls, New York 


N conjunction with the Boulevard Lighting Cele- 
bration, held in Little Falls, in May, to mark the 
the first illumination of the new ornamental 
street lights, a window display contest was held, 
that in the judgment of the merchants of the 

city, did much toward making the celebration the success 
it was. Some of the displays were the best ever seen in 
the city and the success of the affair has encouraged the 
merchants in considering something similar later on, per- 
haps making it an annual event. 

The various stores were divided into different classes, 
and we had ten classes altogether. We gave $5 prizes to 
the windows of each class and $15 for the first prize of 
the best window display, in general ;and $10 for the second 


the two homes were supposedly a part. Both were 
situated equally distant from a miniature street, along 
which boulevard lights were erected. While, of course, 
advertising the merchandise sold by Burney Brothers, the 
display was a forceful contrast of the care and attention 
given pieces of property by their two distinct types of 
owners, and also fitted in well with the clean-up week 
drive to beautify the city. The windows were judged on 
the following points: General arrangement, sales ability, 
and originality. 

The following were the winners in each class: Clothing 
and men’s furnishings, Grogan Store; department stores, 
dry goods, ladies’ and children’s shops, Steele’s Specialty 


Shop; shoe stores, F. E. Wagoner; furniture, music, book 





prize. Naturally, all the displaymen made an effort to live 
up to the civic atmosphere of the event, and illumination 
of the displays was a paramount feature, most of the 
windows containing the boulevard lights, in miniature. 

The Mayor of the city delivered an address opening the 
celebration, which was held on a balmy May evening. At 
its conclusion, he threw the switch, which illuminated the 
Great White Way amid cheers. A parade then passed in 
review and the evening culminated in the viewing of the 
exceptionally attractive window displays provided. 

The first prize for the best window display was awarded 
Burney Brothers, who unveiled a window consisting of 
two miniature. houses, one well painted and kept up, with 
tidy surroundings; the .other allowed to run down and 
looking like an eye-sore to the little community of which 


Left, Winning Display, Burney Bros.; Right, Grocery Display, Cassidy’s, Little Falls, N. Y., Contest 
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and stationery stores, Kempi’s Music Store; grocery, meat 
and fruit stores, Wilbur Grocery; jewelers, opticians, 
Oppel’s Jewelry Store; drug stores, W. P. Maher; hardware, 
sporting goods, paints, plumbers, and’ stoves, Burney 
Brothers; candy, tobacco, bakeries, restaurants, Thomas 
Davis; electric shops, C. B. Smith Electric Company. As 
stated, the first general prize was awarded Burney Brothers, 
and the second was given to J. R. Taylor, while Wilbur’s 
Grocery received honorable mention. The judges were: 
William J. Branton, proprietor of the Lino-Willow Shop, 
and Mr. William J. Sanger, display manager of the J. B. 
Wells & Sons Co., both of Utica, New York. 

The interest in the event proves to us that window dis- 
plays, linked up with civic events, are not only great assets 
to civic pride, but good business-getters for the merchants. 


NO MERCANDISE IN WINDOW DISPLAYS 


G. Gordon Myers, clever display manager for S. Roll- 
man’s Sons Co., Cincinnati, had some exceptionally striking 
window displays in connection with “Rollman Day,” aa 
annual event with the store, which is widely advertised. 
A huge red heart, with an artistic base drape, containing 
the words “Rollman Day,” and the added effect of two 
palms were all installed in each of the battery of windows. 
No merchandise was used whatsoever. 


EXPERT COMBINATION MAN IN NEW POST. 

J. I. Whitmeyer, formerly associated with the display 
department of one of the department stores of Akron, Ohio, 
has been made display manager and advertising director 
for the Lundt store organization of Moline, Illinois. 





. H. Lowman has been appointed publicity director for 
Thalhimer Brothers, at Richmond, Va., for their establish- 
ment. Mr. Lowman was formerly with B. Nugent & Bro., 
St. Louis. 
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UALITY through and through is the 

Onli-wa policy—along with Originality 
LS j in designing. The combination is effec- 
tive for all users of Onli-wa Fixtures and Forms. 
Visit us at the I. A. D. M. convention, Booth No. 
104. Come in and shake hands, look over the new 
line, take a catalog with you. “Open house” at 
our booth from the moment the convention be- 
gins until the last light has been turned out. 
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The New CC a at 
DAYTONIAN DESIGN — cae 


A “ten strike” in high-grade display ideas. 
It will pay you to learn more about the 
“Daytonian.” 




















Merchandise Well 
Displayed Is Half Sold 


Keen merchandising methods are necessary these days 
to “put it over.” Show your goods to best advantage; 
the standard Onli-wa designs give you an edge on 
all competition. If you are one of the few not at- 
tending the Buffalo convention, 


Write Today for Our New Catalog 12 
One Hundred Pages of Interest 


The ONLI-WA Fixture Co. 


St. Paul Avenue Dept. D.W. Dayton, O. 

















Color Globes and Color Lighting are 

the newest wrinkle. Get acquainted 

with them at the I. A. D. M. “get- 

together.” See the special exhibit by 

the Ivanhoe Division of the Miller Co., 
Booths Nos. 17 to 20. 
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Price Tags Used in Window Displays 


Magnificent new southern store with unusual display facilities 
firm believer in showing prices of merchandise 


By E. C. LYNDON 
Advertising Manager, J. B. Ivey & Co., Charlotte, N. C. 


UCH of the success attained by J. B. Ivey 

& Company, of Charlotte, North Carolina, 

which resulted in “The New Ivey’s,” one 

of the most magnificent department stores 
of the South or East, has been attributed to its window 
displays. Special care is given to the subject of display, 
both in the windows and on the interior of the store. 
Another feature is the extensive use of price tickets, 
and it has always proven a winning feature with our 
display work. 

In the new building, which J. B. Ivey & Company 
have occupied, and which is a model of department 
store construction, we have made ample provisions for 
window displays. The total window space is consid- 
erably more than 1,000 square feet. The building has 
86 feet frontage on Tryon Street, and runs back on 
Fifth Street to a depth of 338 feet, making a total of 
120,000 square feet in the five floors and full size base- 
ment. 


There are four display windows down the Fifth 





Street side, each 16 feet long and 6 feet deep. On the 
Tryon Street front the windows are arranged in an 
arcade front with two island windows 18 feet long and 
6 feet deep. To the right, in the arcade, having a 
frontage on both Tryon and Fifth Streets, is one of the 
largest display windows ithe South, designed for 
furniture and other large displays. To the left is 
another large display front of somewhat similar con- 
struction, but fronting on Tryon Street only, which 
with the use of dividers makes five large displays. In 
all, there is room for thirteen large displays. Thirteen 
is considered a very lucky date and number by the 
Ivey store. 

The company has always been a thorough convert 
to window displays, and attributes much of its success 
to the use of the windows in the display of specially 
priced merchandise. Practically everything shown in 
our windows has a price tag, small or large, attached 
to it. 

Mr. R. E. Wills is the window display manager 















































New Building Recently Occupied by J. B. Ivey & Co., at Charlotte, North Carolina. 
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eCcorations 


Chicago affords the most complete Display:Equipment and Decora- 
tion Market in the World—Time and money may be saved, and the 
best that decorative genius creates can be obtained in Chicago at 


na prices that cannot be duplicated—quality considered. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


= ARTISTIC WOOD TURNING WORKS 
a 529 N. Halsted Street 


Store and Window Fixtures 


BAER’S, INCORPORATED 
155 North Union Ave. 


Wax Figures and Forms 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 


Artistic Decorations & Artificial Flowers 


THE BODINE-SPANJER CO 
1160 Chatham Court 


Distinctive Display Decorations 


CHICAGO MAT BOARD CO. 
664 W. Washington Blvd. 


Card and Mat Board 


CURTIS LIGHTING, INC., 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE KOESTER SCHOOL 
314 S. Franklin St. 


Display and Card Writing Instruction 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Ave. 


Show Card Boards, Mat Board Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey St. 


Artificial Flowers & Display Decorations 


GEO. E. WATSON CO. 
62 W. Lake Street 


Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Copyright 1924 by The Display Publishing Co. 
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of the store. Before coming to Charlotte, Mr. Wills 
was display manager for the H. Herpolsheimer Com- 
pany, of Lincoln, Nebraska. The interior displays are 
in charge of Mr. B. H. Barefoot, interior display man- 
ager and store artist. As much attention is paid to 
proper interior displays as to the window displays. 
We believe in the value of giving proper display to the 


eye of the customer after he has been attracted into the 
store by the merchandise value displays in the windows. 

The moving to the new building, and all the details 
of the change, were handled with clock-like precision 
that comes only from the pleasant surroundings of a 
most happy store family. Great interest is being shown 
by every employee in the new Ivey’s. 


0<—>100<—00<— 000 


Last Inch of Display Space Utilized 


Western department store closes up arch-way and installs attractive 
elbow window that commands immediate attention. 


Ms OMEN shoppers who recently rounded the 

corner of Eleventh and Walnut streets, in 

Kansas City, were greeted with a new fea- 

ture display window, installed by the Em- 

ery-Bird-Thayer Company on the north wing of its 
Walnut Street frontage. 

The window, which was formed by closing up an 
archway, permitting use of a twelve-foot square, forms 
a right angle extension to the old window and can be 
seen for more than half a block. It will be used for 
featuring the latest fashions and for displays of an 
unusual character. Ample light is provided by a row 
of soft blue floodlights arranged at the top of the 
window. 

Early summer frocks and sport apparel for women 
were utilized in the first display in the new window, in 
anticipation of the June exodus to the golf course, the 
country club and the summer resort. 

Emery-Bird-Thayer Company are firm believers in 
display value, and this is made evident by using every 
possible inch of display space. It was this feature of 
the firm’s progress that led to the utilization of the 
archway for display purposes. 

Formerly, when .the archway was a part of the 
store’s frontage, the window beneath was straight and 
occupied very little space. By the new improvement an 





Showing How Emery-Bird-Thayer Co., Kansas City, 
Mo., Closed an Archway with an Elbow Window. 


elbow-shaped window is provided, giving maximum 
display. One of the distinctive features of the Emery- 
Bird-Thayer store is the arcade—the windows being set 
back several feet from the sidewalk. Heretofore it was 
possible to walk straight through the arcade and out 
the archway at the end. It was this aperture that was 
closed and the elbow window installed, giving an enor- 
mous window space on the corner of the building. 
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Red and Black Cigar Window 


Display is made doubly attractive by use of 
expensive set of furniture 


A red-and-black combination cigar window, arranged under 
the direction of P. S. Williams, display manager of the 
Scruggs-Vandervoort-Barney store, St. Louis. To suggest the 
gentility of the merchandise, Mr. Williams used a part of an 
expensive antique furniture suite as a setting. 

The cigars were in red and white boxes, which stood out 
from a background of dull gray panel, black velvet throw, and 
deep, walnut-colored furniture. Notice the two triangles, one 
on the right and the other on the left, in which the merchan- 
dise is arranged. 

















THE DISPLAY WORLD 














Cc. C. Spink & Son, Publishers, 
The Sporting Goods Dealer, 
St. Louis, Missouri. 
Gentlemen :— 

As per your ad in The Display World, kindly send 
copy of Window Display Suggestions for Sporting 
Goods Dealers by G. A. Smith. It is understood that 
this book contains valuable suggestions and ideas for 
trimming sporting goods displays. Enclosed find $1.00 
in paymerit of copy. 

It is understood if the same is not wanted and 
money is to be returned, request must be made within 
six days from date of delivery. Copy of this book is 
to be sent to— 
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Collars Difficult Display Problem 


Method of providing windows that carry sales drawing power described 
by prominent manufacturer for the retailer 


By IRA FLEMING 
Advertising Manager, George P. Ide & Company, Troy, New York 


BOUT the biggest problem: all merchants have 
to solve is to get people coming into their stores. 
We all know how the big. department stores 
make regular practice of advertising leaders at 
cut prices and reductions—sometimes even 
below cost—just to get large numbers of people into their 
stores. Experience has shown that a large percentage of peo- 
ple who are thus attracted to the store buy other things 
besides the advertised articles before leaving, and so a very 
satisfactory profit is made. 
~To bring people into the store is the basic idea of the 
window display service offered by Geo. P. Ide & Co. to its 
customers. An artistic window display of Ide Collars consti- 
tutes one of the best agencies for drawing trade—it brings 
the people into the store for collars; and before leaving, a 
goodly percentage of them can be sold cravats; shirts, gloves 
and other things. Geo. P. Ide & Co. doesnot conduct any 
window display contests, yet the number of Ide windows in- 
stalled in the course of a year runs into the thousands. There 
must be pulling power behind the displays, else merchants 
would scarcely be willing and eager to give up their valuable 
window space for from anywhere from three days to two 
weeks, and even longer in some instances 
While many Ide windows are thé result of merchants 
writing in for the necessary display material and then install- 
ing the trims themseles, by far the greater number are ar- 
ranged for by the Ide salesmen who are calling regularly on 
the trade. Ide salesmen are just as carefully coached and 
trained in making use of advertising, including window dis- 
plays, as they are in selling merchandise. They are taught 
to know that getting an order for merchandise and seeing it 
go on the merchants’ shelves is only half-completed selling— 
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that those goods must move off the shelves before he can get 
another order. Furthermore, they must turn over rapidly, 
else the merchant is apt to come to the conclusion that the 
line is a poor seller and discontinue it. 


And so Ide salesmen are keenly alert for window and store 
display. They carry an attractive, compact advertising album 
or portfolio in which is shown actual samples of many of the 
newer lithographed window cards and other display material 
which the company furnishes gratis to its customers. In the 
case of display fixtures which cannot, of course, be carried 
around, photographs are included in the album. While these 
albums, which are from twenty-four to thirty-two pages in 
size, contain only a representative showing of the company’s 
display material, the salesman carries a descriptive list of the 
hundreds of other pieces which he is prepared to furnish. 
The album is shown and used in various ways, depending 
upon the circumstances. In calling on a prospective customer 
the album is very likely shown by the salesman before any 
attempt is made to sell goods. It is our experience that the 
attractiveness of our advertising frequently so impresses the 
merchant as to get a careful hearing regarding the merchan- 
dise, often leading to an order. 

After. having secured an order either from a new customer 
or an old one, the salesman then brings up the matter of a 
window trim. He goes through the album with the merchant, 
and together they select the advertising material best suited 
to the requirement. This selection is written out on a requi- 
sition form while the salesman is still with the merchant. 
Then it is sent in to the house with the order for the mer- 
chandise and the advertising material is shipped to the mer- 


(Continued on page 84) 
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Ide Collar Displays—Left, by J. O. Buelly for the Talbot Cr., South Boston, Mass.; Right, by J. B. Rowe for 
United Shirt Shops, Norfolk, Va. 
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The Foundation and Background 
of Better Windows — 


Have you, too, discovered this wonderful fabric for 
window and display draperies, for backgrounds? 


From one end of the country to another, leading stores 
are using it for all display purposes. Its satin sheen 
and luster, add a touch of excellence, of quality, so 
necessary when you are displaying women’s apparel, 
jewelry, silverware, furniture—everything that needs 
atmosphere. 


Comes in 36 and 54-inch widths—just right for your 
purposes. 





36 beautiful shades and colors—give you no end of 
display possibilitics. And it wears like iron. You can 
use it again and again. Let us send you samples. 






an aN 
SATINE 
BRIGHT AS THE SUN S. M. HEXTER & CO. 

WEARS FOR EVER CLE Vera AND, O ie) 


New York Show Rooms, 1140 Broadway 
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: Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 


CLYDE P. STEEN, Editor 


OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the 


ig first of the month of date of issue. All photographs reproduced become the property P the publishers. Pe 
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The International Association of 
New Era Ahead Display Men, convening in Buffalo 
For I. A.D. M. ini; month for its twenty-seventh 
If Plans Adopted annual convention, faces a new era 
of progress and marked advancement, if the plans 
announced for changing its constitution and by-laws 
and other proposals of veteran members of the display 
profession are adopted. The year 1924, announced at 
its very dawning as the-greatest year in the history of 
Display, would not be complete without a rebuilding 
of the association representative of the important craft 
that builds the displays of the nation’s retail business. 

Those wha have had the foresight to suggest and 
back the proposed changes in the by-laws of the asso- 
ciation deserve all the credit that can be bestowed upon 
-them. It is the sincere hope NOW and EVER HAS 
BEEN, of The DISPLAY WORLD that the Inter- 
national Association of Display Men advance with the 
progress of the display field and the display profession. 
There is a place for such an association, and it is de- 
serving of the support of the display profession—pro- 
viding it is handled in a business-like manner and on 
a business-like plane, without the intermingling of 
organization politics in any of its transactions. 

Just let us turn backward only a few months, to the 
editorial columns of the January, 1924, issue of The 
DISPLAY WORLD, which was its Annual Display 
Review. One editorial read, in part, as follows: 

“The DISPLAY WORLD stands outspokenly for 
an era of progress, where constructive work will keep 
pace with the progress of the profession and industry. 
The display profession is fast outdistancing the slug- 
gish and political fetters of its avowed national organi- 
zation. 

“There are, among its members, men of big intellect, 
men of executive ability, men of accomplishment, men 
who must sooner or later assert themselves and their 
convictions. With the presidency of the association in 
the hands of such a confidence-inspiring personality as 


that of J. J. Cronin, we believe has hastened the. hour . 


of putting our house in order, of laying all the cards 


on the table and effecting a decision as to whether or 
not this is the appointed year for the beginning of a 
new program for the International Association of Dis- 
play Men, a program of service.” 

It is indeed gratifying to know that the words 
spoken by The DISPLAY WORLD in its first issue 
of the year met with the same kindred feeling on the 
part of some of the leaders in the profession, who have 
long cherished the desire to see an organization repre- 
senting this great craft that would accomplish some- 
thing more than the holding of a convention once a 
year. Through the remaining months of the year the 
I. A. D. M. has been more or less dormant, except to 
plan for the next succeeding convention. There was 
no central point, where displaymen might find a clearing 
house for their efforts, thoughts, exchange of ideas, 
and for the betterment of the profession. In other 
words, there was nothing in the way of service afforded 
the member, and when such service is lacking the entire 
field suffers an appearance of retarded progress. 

It is now apparent that this year is to recognize the 
change, and in this The DISPLAY WORLD extends 
its hearty co-operation and congratulations to the I. A. 
D. M. To the boys in Buffalo, who have worked un- 
tiringly to make this an epoch-making convention, let 
us say, they will be rewarded apparently, by the 
achievements this year, not only in a super-excellent 
program, but by a business session that will fairly reek 
with snap and businesslike ginger—a session that will 
bring memories of Buffalo to the minds of those at- 
tending long after the concluding sessions of the 
twenty-seventh annual convention—a meeting marking 


a new era for the International Association of Display 
Men. 





s : With a remarkably good program 
Window Display arranged for the Controllers’ Con- 
ple Off gress of the National Retail Dry 

. Goods Association, at its 1924 Con- 
vention in St. Louis, June 16-19, one of the most 


important subjects of discussion was crowded off the 
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program at the last minute. The DISPLAY WORLD 
is in receipt of the following statement from Chester 
C. Kaskell, chairman of the Convention Committee at 
St. Louis: 


“Sorry to have to advise you that the section of our 
program relating to Window Display has been crowded 
out owing to lack of time.” ; 

It is possible that window display may not be a 
paramount issue for a Controllers’ Congress to discuss, 
but it most certainly has its place there. Just how it 
can be relegated to the scrap heap without a protest 
from someone in the National Retail Dry Goods Asso- 
ciation, is not quite understood by the display field in 
general, the promoters of the great medium of display, 
the merchants and the displaymen. 

It may be true that time is the essence of any suc- 
cessful convention, but it is certain that the time of any 
convention that has a vital interest in such a paramount 
question as window display is not so limited that the 
subject cannot be given more consideration than to just 
scratch it off with one swoop of the blue pencil. The 
Controllers’ Congress arranged a mighty good program, 
but they spoiled it all when they eliminated the subject 
of window display. 





As a store policy, the Davis Dry 
Should Sunday Goods Company, of Chicago, has 
Window Display eliminated all its Sunday advertising, 
Be Eliminated? . RMR ie ; 

including its window displays. The 
Chicago Sunday newspapers are no longer containing 
the advertisements of the Davis Store, which was re- 
cently taken over by the Marshall Field & Company 
interests. This adds another store to those on State 
Street in Chicago not using Sunday newspaper or win- 
dow advertising. The others are: Carson, Pirie, Scott 
& Company, and Marshall Field & Company. This 
brings up the question again, “Should Sunday Window 
Display be Eliminated ?” 

With thousands of persons passing by the stores on 
Sundays, it is certain that there are thousands of eyes 
that never have the opportunity to witness the remark- 
able work of some of the country’s foremost display 
artists. The answer might come from the store that 
these persons are not the ones who would be attracted 
to the store on the days it is open, in any event. Would 
they? Who knows? There is also the transient public 
to consider. Sunday closing and shading of window 
displays may be store policy, but it is certainly not a 
breach of display etiquette to keep them open. Displays 
are becoming great attractions and methods of enter- 
tainment for the workingman. He is perhaps too tired 
to go downtown in the evenings, but he most usually 
can be found on Sundays strolling through the streets 
with his family, or autoing by the stores. Is it really 
worth while to let him see what the store windows 
contain? The atmosphere of commercialism so strongly 
opposed by reformers, coincident with efforts toward 
general Sunday closing, does not enter into the subject, 


* for the prospective customer cannot enter the store that 


day for purchases. 

It is the concensus of opinion among displaymen 
and the majority of merchants that Sunday window 
displays are not harmful to morals, good will, or rever- 
ence of the day. Certainly, if nothing else, they create 
the atmosphere of a progressive, busy city, to the tran- 
sient and provide an added feeling of contentment for 
his home in the mind of the:workingman on his day 
of rest. 





The reports circulated to the effect 
No Conflict in that the Window Display Advertising 
Display Dedane Association, which recently was so 

successfully launched, is in direct 
conflict with the International Association of Display 
Men, are the merest sort of bunk that could only be 
ascribed to tactics of yellow journalism or the political 
boasts of “ward healers.” In a letter to President F. 
H. Peck, of the Window Display Advertising Associa- 
tion, the following words were expressed by President 
John J. Cronin of the International Association of 
Display Men: 

“I have no doubt that some persons will get a 
wrong impression about the forming of the W. D..A. A. 
and think it is done in opposition to the I. A. D. M. 
It will take patience and time to clear the atmosphere. 
You can feel assured I understand the sentiment of 
yourself and the men interested in your Association. 
I will do all I can to have the men in the I. A. D. M. 
take the same view as I do.” 

Just recently, the executive committee of the I. A. 
D. M. extended an invitation to the W. D. A. A. offi- 
cers to appoint a committee to attend the Buffalo con- 
vention of the I. A. D. M. this month. This committee 
has been appointed and the I. A. D. M., in turn, has 
been invited to appoint a committee to attend the W. 
D. A. A. convention in Cleveland in September. The 
two associations are as different as night and day in 
purpose, classification of membership, scope and pur- 
poses. There could be no conflict. On the contrary, 
the best of good fellowship and co-operation prevails, 
as is evident by the appointment of the committees. 





CANADA DISPLAY MANAGER COMES TO U. S. 


D. Lenfistey, who has been display manager for Chas. 
Austin & Company, of Chatham, Ontario, has resigned his 
position: there, and has become display manager for the 
Brandon-Durrell Co., South Bend, Ind. This is one of 
South Bend’s largest stores, and Mr. Lenfistey will have 
ample opportunity to use his talent in the big battery 
of display windows. 





DISPLAYMEN WILL OPEN UP NEW STORE 


Alexander M. Lewicki, of Iowa City, Iowa, has asso- 
ciated himself with Frank C. Blazek in a new variety and 
dry goods store, which they expect to open at Mechanics- 
ville, Iowa, immediately. Mr. Lewicki was well known 
as the display manager of Bremer’s Golden Eagle, in 
Iowa City, for two and one-half years, resigning recently 
and being succeeded by Donald D. Kester. 
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Changeable Pictorial Backgrounds 


Public demand for something new almost makes it necessary to provide 
different subjects in back of all displays 


By R. H. ALLEN 


Art Director, Modern Art Studios, Dayton, Ohio 


INCE the beginning of the display world 
the public has never ceased to demand 
something different or new. The display- 
man has also changed with time. Formerly 

all that was required of him was to merely trim a win- 
dow, but today it is vastly different. He must, as you 
might say, “know his stuff” in order to hold down his 
position. In most any department store of any size 
today the displayman plays no little part in helping to 
put the sale end of the store across. 

We all have seen windows that would stop any one 
and call attention to the merchandise displayed, but I 
have often wondered how many people who look at that 
window or display ever give it a thought as to just what 
makes it tempting or appealing to the eye. Then, again, 
how many stop and consider the work or pre-arrange- 
ment there is to sucha display? Few, I suppose, as 
the general public usually appreciates such a thing only 
after it is completed. And then, again, how many 
people will appreciate the same thing? 

The display field has come to a stage where the dis- 
playman can truly be called an artist, as it requires art 
to display an attractive window, and this is where we 
bring in our subject, “Pictorial Window Backgrounds.” 
We strive and think of something new for the windows. 
We try new methods of draping yard goods, new ways 
of displaying shoes in units, etc. We have tried the 
shadow box, and now, as with time, it is growing old. 
The public is looking for something new. With the 
passing of the older generation comes the younger, and 
with the younger generation comes new ideas. Why 
not use more of the backgrounds in our windows? 

People grow tired of seeing the same background 
year in and year out, regardless of the beautiful mer- 
chandise displayed. Pictorial backgrounds, regardless 
of size, shape or style, are bound to stop the prospective 
buyer, as color is a thing that appeals to any one today. 
Why is it that people rave about the French style and 
creations, or almost anything that comes from a foreign 
country? Color is the answer to that question. It will 
be noticed, for instance, that all foreign makes of per- 
fume have been advertised in this country by beautiful 
colored backgrounds, posters or set pieces, and the con- 
sequences are that they put their story across. And the 
demand for foreign perfumes and toilet waters has been 
increasing from year to year. They have always been 
strong believers of color, and, regardless of how a toilet 
goods window is trimmed, it will always attract atten- 
tion. Why? Because of its great variety of colors, due 


to the fact that all toilet waters and perfumes are manu- 
factured in bright colors, or put up in bright colored 
boxes. This alone should prove to the American dis- 
playman that color in his window background would 
improve his windows 100 per cent. 


The cost is small, as these backgrounds can be 
painted on both sides, making a changeable display. 
After the background has been used and has been dis- 
played on both sides it can be easily changed into an- 
other setting, as the framework can be repainted. Com- 
position board plays an important part in these back- 
grounds, and I do not believe there is anything that will 
take its place. We have used it to hundreds of differ- 
ent advantages, making cut-outs, figures, landscape set- 
tings, and many other things too numerous to mention. 
Speaking from experience, the writer knows that pic- 
torial backgrounds are something the public appreciates, 
as we have installed and used them daily in our win- 
dow service, having placed them in all of our windows, 
from department stores to coal office displays. When 
these backgrounds are made in the store display room, 
the displayman must be an artist for doing such a piece 
of work. Unless it is done right it might as well not 
be done at all. There are many studios throughout the 
country that do nothing but window backgrounds, and 
they are always willing to help carry out the display- 
man’s ideas, as they are equipped to give service. To 
the displayman in the small town, who does not have 
the opportunity of reaching the large cities, this will 
prove helpful, as we know that ideas for fall festivals, 


spring openings or anniversary sales are sometimes 
rather hard to think of. 


A design copied from any fashion magazine and 
reproduced in natural colors on composition board 
makes a very striking window backgound. It is best to 
copy some idea, or think of some design that can be 
carried out, not alone for the window, but for the in- 
terior store decorations, making both windows and 
interior harmonize. By doing this it will eliminate the 
worry of trying to think how to decorate the interior. 
It also helps the artist by using one design or idea, and 
cuts down the cost of the trim, for he need only make 
one pattern, remembering, however, to always have the 
colors or design in harmony with the season and sale. 
These backgrounds can also be made very effective by 
using colored globes or shades harmonizing the color 
of lights with the color of the backgrounds and the 
merchandise on display. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 










33 








GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model windows. Make your “Window Display Dealer Helps’ 
produce the results they should. 





DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 
141 Fifth Avenue, New York 
New York City and 200 Mile Zone. Special Department to 
concentrate on Summer Resorts, Rockaway to South Hampton, 
L. IL, all New Jersey. resorts, Asbury Park, Atlantic City to 
Cape Cay, Mts. 
837 Ideal Locations where the crowds will be all summer. 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type.in quantities of 25 to 100 for routing 


all over the world. President—Martin Jenter 





PHILADELPHIA—BALTIMORE—WASHINGTON 
and Surrounding Points. 

Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND?” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

For Further Information and Quotations Write to 


The Reuben H. Donnelley Corp., 1214 Race St., Philadelphia, Pa. 
Attention Mr. Samuel J. Hanick, Manager. 





THE NATIONAL DISPLAY CO. 
Manufacturers Exchange Bldg. 

100 Hopkins Place, Baltimore, Md. 
Complete Window Display Installation Service 
Baltimore, Md., Washington, D. C., Richmond, Va. 
Intensive Merchandising and Market Surveys 
Point of Purchase Advertising 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 
A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 
B. Harry Statter, President 


EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


National Advertisers. in 
GREATER BOSTON and VICINITY 








UNIVERSAL WINDOW DISPLAY SERVICE 

OF NEW ENGLAND 

739 Boylston Street ay Boston, Mass. 
Window Display Service Throughout New England 

National Manufacturers’ Campaigns Our Specialty. Service en- 

dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 

Gainsborough Hair Nets and others upon request 


DISPLAY MEN! 
$5.00 per month brings you the photographic service 
that’s full of the newest ideas in the display field. 
12 photographs—assorted subjects. 
STAN-MARK SERVICE 
647-6th Ave., New York City 
Special photo service for national advertisers. 








STE. CLAIRE A. PRICE & CO. 
Manufacturers’ Window Display Service 
1305 Arch Street Philadelphia, Pa. 


National Manufacturers’ (gesesiens. Operating throughout 

Pennsylvania, New Jersey, Maryland and Delaware. Complete 

distribution in this territory guaranteed on_new Drug Store 

products in 60 days, through a Window Display Campaign. 
President: Ste Claire A. Price 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, III. 
1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 


ips 
190 N. State Street 





WINDOW-BOOTH-FLOAT 
DISPLAYS 


Specialists to Druggists and 
National Advertisers 


Best Locations Available 
Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118No. LaSalle Street Chicago, Ill. 


available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 


Locations 





Display Specialists are profiting through 
The DISPLAY WORLD’S HONOR ROLL. 


You can do the same. 





YOUR ORDER NOW 
WILL GET YOUR AD 
IN THE NEXT ISSUE 


The inspiration of the artist and the 
experience of common ‘sense selling. 
We have both, 

and they’ll be 


reflected in the 
displays we 
hope you will 
give us the op- 


portunity to do. 
VISUALIZATIONS '.: 


May we? 
“Putting Ideas into Picture Form” Ny. 





Metropolitan 
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University Students Study Displays 


(Continued from page 36) 


dents from the advertising and retailing classes of 
the university. The fact that the course is given 
at night makes it possible for men who are em- 
ployed in stores during the day, to attend as special 
students. 

The advertising student considers the window 
simply another advertising medium. He is anxious 
to fully comprehend the strategic position that “Mr. 
Dealer” holds. In planning dealer-helps, especially 
window and store displays, this knowledge will be 
of first importance. The student in retailing wants 
more detailed information. As manager of a store 
at a later time his success or failure may depend 
upon his ability to work out an intelligent window 
display plan. He must understand the value of 
“store wide” advertising, the importance of inter- 
preting the store policy through the windows and 
he must be able to cooperate with the newspaper 
and direct mail advertising departments. If occa- 
sion demands it, the student of today and manager 
of tomorrow should be able to step into the win- 
dow and actually arrange the display. 

The practical man, as a rule, knows how to han- 
dle his own goods and has acquired a certain tech- 
nique. He'often lacks, however, an understanding 
of the fullest possibilities of his window. “Fullest 
possibilities” is too often interpreted to mean 
crowded, disorganized displays. Merchants today 
are paying extremely high rents for their display 
space and naturally want to get full value. But 
the crowded display is more often due to a desire 
to get the job done and done for as long a time as 
possible. Consequently, crowding is resorted to in 
order to reduce the number of window changes. 
The suggestion that frequent displays have far 
greater attraction value than a crowded window 
left standing, is often met with the reply, “Too 
much work.” Here again it is possible to direct 
the attention of the practical man to the windows 
of the most progressive merchants who have dis- 
covered the value of the complete window fre- 
quently changed and have discarded the tendency 
to crowd or “junk” their window space. 

The course takes up at first the architectural or 
structural elements which enclose the space alloted 
to the display. The platform, partitions, back- 
ground, together with the details (columns, pilas- 
ters, mirrors, mouldings, brackets), are explained 
as to function as well as design. As far as possible 
the student is acquainted with the value and proper 
use of the painted, stained or veneered, stone, 


draped, or novelty backgrounds. In several in- 


stances, this phase of the work has been of great 


help to the merchant planning changes in his win- 
dow front. The age old laws of composition ar- 
rangement—need hardly be mentioned in an ar- 
ticle considered for professional displaymen. The 
large number of exceptional displays proves that 
these laws are understood subconsciously, if not 
consciously: The conscious use of the principles 
of balance, rythm and emphasis by designers in all 
fields of design must be impressed upon the student 
of window display. Dealing in bulk material com- 
plicates the problem. Nevertheless the principles 
underlying window design (window pictures) are 
precisely the same principles the figure or landscape 
painter is obliged to use if he is to paint a canvas 

Given the laws of arrangement and ability to 
make those laws work, the next step is to use this 
knowledge in saving both time and expense. Visu- 
alizing plans roughly on paper does not require 
great ability as a “sketch artist,” the roughest notes 
are all that are necessary. It is surprising how 
quickly the student acquires the knack of making 
these “visualizations.” The principles of architec- 
tural drawing (plan and elevation) are briefly 
stated in anticipation of the work of preparing for 
elaborate special displays to be constructed outside 
of the window and erected later. The florist has 
made famous the slogan “Say it with Flowers.” 
For the displayman he has done more than create 
a clever phrase. “Say it with” color might ‘be an 
adaptation of this slogan for the displayman. Color 
explains form. The qualities in things that we 
see are conveyed to us through our color impres- 
sions. Books are full of ready-made color com- 
binations but the principles underlying all color 
combinations are so simple that it is difficult to un- 
derstand why any designer should accept the ready- 
made color schemes when by understanding color 
laws it is possible to create far richer color effects. 
Probably the most important part of our work is 
developing an understanding of the intelligent use 
of color in the window. 

The casual New Yorker has come to recognize 


‘in the windows of certain shops a-quality of goods 


taste far above the average. Other prominent 
stores showing materials of equal value and rich- 
ness have failed to reach this standard. The answer 
is not far to seek. The more successful designer 
has fundamental knowledge of the origin and mean- 
ing of the decorative material he uses. Next to 
Paris and London, New York offers the greatest 
opportunity to the student who would give time 


(Continued on page 57) 
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Are you master of your profession? 
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Here Is a Book That Reveals All the Secrets of Expert Draping 


THE ART OF DRAPING, by Jerome 
A. Koerber, is a complete, modern and 
practical text and reference book on 
the subject of mercantile and display 
draping. It covers the subject thor- 
oughly, comprehensively and authorita- 
tively, and is profusely illustrated with 
diagrams, pen drawings and _ photo- 
graphs. 

The contents of this book is a revela- 
tion as it comprises the experience of a 
life spent in the execution of. draping 
art by the country’s foremost draping 
authority. 

The merits of the book is further 
proven by the fact that it is today con- 
sidered the standard text on its subject 
and has a wide sale among displaymen 





‘Over 





Illustra- 


100 


tions—128 Pages 
Size 7/2x10% 
Cloth Bound. 


$3.00 


Per Copy, Postpaid 








and students of display throughout the country. 


To become a master of the display profession it is es- 
sential that one have a complete knowledge of all the 





ORDER BLANK 
The Display Publishing Co., Cincinnati, O. 


Gentlemen: Enclosed find money order 
for $3.00 for one copy of Koerber’s ART 
OF DRAPING. 


Ship postpaid to following address: 











fundamentals of that art, and whether 
student or experienced displayman this 
book should be in your possession for 
study. and reference purposes. 


The followng subjects are covered: 


The fundamentals of draping; fixtures 
—what they are and their importance; 
how records are kept in display depart- 
ment; efficiency in decorator’s room; 
general knowledge of merchandise; the 
structure of drapery; ornamentation of 
drapery; importance of color and color 
harmony; a chart of colors and com- 
binations; combining colors by use of 
color chart; some pertinent advice— 
errors to be avoided; draping examples 
illustrated and described. 


» Get a copy of this book today—you will find that it 


postpaid. 


Published by 


The Display 
Publishing Company 


1209 Sycamore St. 


Cincinnati 


Ohio 


is more than worth the price—only $3.00 per 


copy 





SPECIAL OFFER 

A copy of this new book, THE 
ART OF DRAPING, together with 
a year’s subscription to The DIS- 
PLAY WORLD at a cash saving 
of $1.00—Both for $4.00. If you are 
already a subscriber your subscrip- 
tion will be extended. 
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Reed’s Fine Texture 


Crepe Paper 


In the: Latest Shades and Tints 
For All Uses 


Reed’s Fine Texture Crepe Paper has gained 
recognition as a leader in its field because of its 
brilliancy of color, excellence of creping, silky ap- 
pearance, unusual strength and remarkable 
stretching qualities. - 


~ 


Made of the finest material that can be ob- 
tained, its fine texture and excellence of work- 
manship give it a character that meets with in- 
stant approval from its users. 


Made in 34 colors. Put up in folds 10 feet long 
by 20 inches wide, inserted in a Lithographed 
cardboard packet, packed 12 folds of a color to a 
box. Special Sizes to Order. 





Its refinement and low cost makes it unexcelled 
for the decoration of WINDOWS, STORES, 
HALLS, BOOTHS, CHURCHES, and HOUSES. 


Reed’s Fine Texture Crepe Paper is used in the 
making of Crepe Paper Ribbon, Spiral Garlands, 
Pleated Garlands and Fringe Roping. These Dec- 
orations offer a most extensive line of hanging 
decorations which give an infinite variety of ef- 
fects in brilliant colors. 


Send for BULLETINS 


No. 102—Crepe Paper Decorations, which gives a 
complete description of Decorations. 

No. 101—Crepe Paper Napkins. 

No. 103—Masquerade Costumes. 

No. 104—Party Hats and Favors. 


SEND FOR COLOR CARD 


SALES OFFICES 


New York Pittsburgh 
905 Brunswick Bldg. 306 McCance Bldg. 
225 Fifth Avenue 


Chicago Dallas 
186 N. LaSalle St. 303 Interurban Bldg. 


qh ane 


and Factory 
Williamsport, Penna. 








Guessing Window Blocks Traffic 


Puzzle on music record draws more than six 
thousand persons to store to participate 


By RUDOLPH COLONNA, 
Display Manager, Sasso Department Store, Hazelton, Pa. 


If a store wishes to attract crowds that will block traffic 
and give everlasting advertisement to some feature in the 
store, then I have nothing better to suggest than a window 
puzzle contest. The one I recently conducted in connec- 
tion with a display of phonographs and records drew more 
than 6,000 people to the window, for nearly six thousand 
persons competed for the prizes offered. 

I placed a record in a Brunswick machine and tied it 
with a red ribbon, so that no one could see it. Then I 
placed on the floor allegorical objects and pictures, which 
I sketched myself. When this was done, I announced to 
the public that the contest was to be open for one week, 
the prize to be six of the latest records and $5 in cash, to 
be awarded to the person who guessed the correct name 
of the record placed in the machine, which record was 
also represented by allegory. Furthermore, I announced 
after three days of the contest, that the record in the 





Mr. Colonna’s Remarkable Guessing Contest Window 


machine was not a patriotic song, nor a popular song, but 
was one that was used every day, both in singing and being 
played on records. 

The name of the record placed in the machine was 
“The Requiem Mass” in C Minor. 

I used the following records and allegorical objects 
which represented the same: 

Red Moon—moon cut of red cardboard; Rigoletto—pic- 
ture of Caruso in Rigoletto costume; Yes, We Have No 
Bananas—banana stump; Star in the Velvet Sky—piece of 
blue cardboard cut in half circle, with white star on it; 
Star Spangled Banner—American flag; Sweet One—a 
lump of sugar with figure 1; Three O’Clock in the Morn- 
ing—alarm clock with hands at 3; Trovatore—a picture 
of a singer in Trovatore costume; Three Little Words— 
Number 3 and I Love You; When Will the Sun Shine 
for Me—sun cut from yellow cardboard; You Give Me 
Your Heart—celluloid heart; Bell of the Sea—bell; La 
Paloma—a dove; Madam Butterfly—butterfly; The Dance 
of the Hours—young man and woman, in action of dancing, 
with watch in their hands; Faust—the devil; Pagliacci— 
clown sketch; La Tosca—sketch of an artist with his stand; 
Blue Bird—a bird cut out of blue paper; Parade of the 
Wooden Soldiers—wooden toy soldiers; Cotton Picker— 
lump of loose cotton; Broken heart—a heart cut out of 
red cardboard and then cut in six pieces and placed in a 








dish; Seven or Eleven—dice; Pianola—music roll; Love 
Letters—three envelopes with love expressions written on 
them; Chinese Boy—Chinese statuette; The Barber of 
Seville—shaving cup and brush; Ave Maria—picture of 
Madonna; Rosary—rosary beads; Telephone—a toy tele- 
phone; Blue Teddy Bear—teddy bear with blue ribbon 
around neck; The Last Dance—sketch of young man and 
woman dancing; Apple Blossom—an apple. 

The “Requiem Mass” record, which was in the machine 
was represented by. a sketch of a priest, which I placed 
in the front of the window. On the bottom of each object 
was a little yellow tag, with the name of the record, which 
was turned down during the contest. After the contest, the 
tag was turned over, showing the correct name. 

This window boosted the sale of talking machines and 
records in an astonishing manner. It brought hundreds of 
persons into the store, who purchased records in an effort 
to determine which was the one in the machine. The 
comment continued so long after the display was used, 
that it continued to have drawing power for the store. 





University Students Study Displays 


(Continued from page 54) 


to research in the decorative arts. The Metropoli- 
tan Museum of Art and its superb collections are 
arranged with the special view to assisting the 
student in research. The Museum of Cooper Union 
has collections that are found nowhere else in the 
world. The other museums and the libraries have 
valuable collections which are readily accessible. It 
is not within the bounds of possibility to give a 
complete course in art appreciation in two lectures. 
It is possible, however, to prove that the basis of 


good taste is founded in the civilizations of the 


past. Each period has left us a legacy; William 
Morris gave us mission design and Louis XV his 
rococo decoration. Fashion dictates the vogue of 
either. It is the business of the window artist to 
correctly interpret the spirit back of his decorative 
material. This correct interpretation is what we 
all recognize as evidence of good taste. Therefore, 
our duty lies in showing the student the sources 
of the materials of decoration and teaching him 
how to use it to the best advantage. 

Time is given to accessory material—flowers, 
forms and fixtures. For the beginner special stress 
is placed on show card lettering and simple poster 
work: The titles used in moving pictures have given 
the lettering artist a new view of his trade. He no 
longer fusses up his cardboard with scrolls, shields 
and blended shadings. In our brief time the beauty 
and legibility of Classic Roman type is hastily 
sketched and a minimum of time given to poster 
type of modern design. Simplicity here is stressed 
as in every other part of the course. Work at 
home makes possible a great deal of practice work. 
Much that is included in the lectures will be omitted 
here as too obviously essential to need mention be- 
fore an audience of display experts. 
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BAUMANN 





F or Your Fall Display! 























Silkk and velvet 
leaves in “powder 
blue” and terra cotta 
color. Stem is wound 
in blue silk chenille; 
grapes are glossy 
black. Base and trel- 
lis are in orange and 
black. A graceful 
and striking unit. 
This and hundreds 
of other designs are 
illustrated in full 
color in our New 
Fall Book. Write for 
your Free copy today. 


ERCHANTS! DISPLAYMEN! Your 
windows will need new decorations 
to attract Fall Trade. Buy them 

where you can get good taste, good mater- 
ials assembled to appeal—at prices you can 
pay. Send for our New Fall Book. It gives 
you proof—numberless reasons why Bau- 
mann decorations are the best and most 
economical for Your purpose. Write today. 


We Invite You to Visit Booth “G” 
at the Convention 








L. BAUMANN CO. 


Manufacturers and Importers 


358 W. CHICAGO AVENUE 
CHICAGO 
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With the New York Displaymen 


Unusual effects produced in handkerchief displays at some 
of department stores—Changes amongst displaymen 


‘By WILLARD D. HART 
Special Correspondent, The Display World 


LITTLE of everything was seen in the 

display windows of local stores for the past 

month or more. Straw hats for men were 

in and out more often than they ever were 
before. Rain would begin the day and the sun would 
end it. The sun would begin another and rain end it. 
This rapid change of weather kept the displayman on 
the jump trying to keep up with the elements. 

Travel week was just beginning to be celebrated in 
local stores when this issue went to press. Lord & 
Taylor have just opened an entire stretch of windows 
to this type of merchandise. The windows at this store 
are very unusual. Every type of traveling conveyance 
is illustrated by miniature models: One window fea- 
tures a train, another an airplane, another a boat, and 
another an automobile. 

Abraham & Straus, Inc., Brooklyn, are also featur- 
ing a model train which appears to be moving, but the 
wheels are simply going around by means of a revolv- 
ing platform. 

Best & Co. drew a large crowd around one of their 
windows by means of a mechanical model of a baby. 
The baby lay in a crib. First its legs would kick out, 
then its arms would fly, then it would raise its back 
slightly and twist its little head. It was just about 


human. Women folk admired it at length. The re-' 


mainder of the scene was attractive. A rustic fence and 
wrought-iron gate effect was used in the rear, with a 
lawn and pebble path front yard on the floor. 

Arnold Constable devoted two large windows to 
camp equipment. The background of the windows was 
made to represent the sky by the use of a sky-blue 
drape. The floor was covered with grass mats. In one 
corner was a tent, while in the other corner was an open 
fire. Rifles, fishing tackle, camping outfits and clothing 
were intermingled very neatly. 

Lord & Taylor and Ovington Brothers both fea- 
tured Memorial Day with attractive displays. Lord & 
Taylor covered the floor with a black rug. At one side 
a large black vase stood, filled with large red poppies. 
A large oil painting hung on the rear wall. This pic- 
tured a troop of soldiers going over the top. Two com- 
panions were just picking up a wounded buddy on a 
stretcher. A flag hung on either side of the picture. 
The Ovington window simply showed a stone and moss 
covered grave, with a bronze figure of a soldier stand- 
ing on the top. 

One of the most unique handkerchief windows pre- 
sented for some time was presented at Lord & Taylor. 


A peacock was taken and his tail made out of hander- 
chiefs carefully tucked and attached. The color ar- 
rangement was above criticism, and it presented a won- 
derful picture. Handkerchiefs were fixed in attractive 
form surrounding the peacock, which was perched on 
a low bench in the center of the window, his tail stream- 
ing toward the glass. 

Handkerchiefs that bloom in the spring had a lot 


‘to do with the case at R. H. Macy & Co., Inc., a while 


ago. The makings of a May party composed mostly 
of handkerchiefs, took up the window. There was a 
Maypole illuminated with bright colored handkerchiefs, 
and all around were potted lilies and tulips in many 
colors and shades. This Maypole, emulating the well 
knpwn promptness of a Christmas number, appeared 
during the period around Easter. A May party held 
at Easter time might conceivably superinduce a heavy 
demand for handkerchiefs. The flower pots which 
held the handkerchief plants were cutout affairs, as 
were the stalks growing out of them. The handker- 
chiefs of varied colors were attached in the form of 
lilies or other flowers. 

Instead of the usual ribbon streamers, cords covered 
with handkerchiefs, folded diagonally, supplied spokes, 
or whatever the parts of a Maypole are called. These 
were ‘fastened to the circumference of a circular base 
which was kept revolving by a motor. The brightly 
colored cone, moving constantly, was an eye-catcher. 
Green grass covered the floor and the flower pots stand- 
ing in the grass were striped in gray, white and black. 


On the sixth floor of Arnold Constable & Co. is an 
efficient and good-looking rack for pillows. It com- 
bines the functions of stock case and display fixture 
most happily. Three shelves—or you might call them 
troughs—are constructed on a sharp slope from the 
wall to the floor. The bottom shelf is not more than 
six or eight inches from the floor ; the top one is some- 
thing less than shoulder high. In these troughs the 
pillows are ranged. 

The rack is divided into two sections and extends for a 
considerable distance along the wall. The bright hues of the 
pillows standing up in this way enliven the floor with a good, 
big splotch of colorfulness. The merchandise asserts itself 
effectively as well. 


Unique Window Display of Hats 
It used to be a standard practice among vaudeville come- 
dians, and therefore probably still is, to hang their hats on the 
scenery, or to try to, when the spirit so moved. This noncha- 
lent notion may have furnished the inspiraiton for the use 
made of a background screen that made its appearance in a 
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Wood Fixtures First Aid 


Metal Fixtures t 
Jewelry Fixtures O 
Glass Fixtures CT ; 
: Better Merchandising Windows 
Wax Figures oe 
Papier Mache It is a delight and satisfaction to a conscientious 
Forms manufacturer of Display Fixtures to make the kind tha’ ~-+-v 
Valances with them the unmistakable urge to buy. Fixtures with 
Plushes & Velours a charm and exclusiveness that adds to the value of the 
Hangers merchandise displayed thereon. 


Garment R : ee ee . 
— It will pay you to get in touch with this line before 


Hosiery Forms making fall purchases. New designs now in work. 
Fitting Stools 


Color Matching Don’t wait for salesmen, we have no agents. Write us 


direct and save time and money. 











Lamps 
oe D. W. Woodruff & Co. Calitototen 
ehh Designers and Manufacturers No. 23-05 
Display Fixtures and Accessories 
Sai L 860 HOWARD STREET SAN FRANCISCO, CALIF. 




















‘wiST THE BEST” 





— PAPIER MACHE CAN BE USED VERY 
ADVANTAGEOUSLY IN ALL DISPLAYS IN 
CREATING AN ASSOCIATION OF IDEAS. 
THIS IS THE MISSION OF OUR PRODUCTS. 


WE HAVE IN STOCK MANY BEAUTIFUL 
DESIGNS OF “EYE CATCHING” VALUES. 


YES! WE’LL SEND YOU A CIRCULAR OF °* 
OUR LATEST IDEAS. 


Get “Just the Best” 
for your displays 


Art Fontaine Exposition Co. 
10714, N. MAIN STREET LOS ANGELES, CAL. 4 feet high, full relief 


C-6 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 





HALFTONES 
ZINC ETCHINGS 


We FEATURE 


CoLor : PLATES 
OLE te 


Oke 
ART REPRODUCTION 


120 E Eteutx St 
BIN NAT tO 


HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 


























window at Avedon’s. A cut-out screen in the form of a 
board fence bounded the back of the window. A gay posy 
garden flourished luxuriantly along the bottom of the fence. 
The flowers were pink. Rising from the flowers were tall 
green stalks, which grew away above the fence, and women’s 
heads constituted the flora of the back part of the garden. 
On these cut-out heads, actual hats were placed. Seen at a 
distance, the heads ‘did not show their lack of a third dimen- 
sion. The figure hats blossoming on these lovely blossoms 
were pink or pink and gray. Green grass grew artificially on 
the floor up to the glass of the window. 


Display Manager Advances to Important Post 


Another example of the opportunities that are open to 
the live and wideawake display manager in a retail establish- 
ment today is illustrated by the success of Maurice Mayer, 
former display manager for Russek’s, specialty shop, Fifth 
Avenue. 

Mr. Mayer has resigned from Russek’s, to become general 
merchandise manager for the chain of stores of Maurice 
Mendel. He will be general assistant to Mr. Mendel in the 
operation of the stores. He took up his new duties on June 
Ist. Five of the Mendel stores are located in New York City 
and two out of town. He was formerly general manager for 
the Detroit store of Russek’s until they sold it recently. No 
successor to Mr. Mayer has been appointed as yet. 


_ Eldridge to Go to Europe for Ideas 


I. C. Eldridge, display manager for R. H. Macy & Co., Inc., 
will sail for Europe on the S. S. Majestic on June 28th. Mr. 
Eldridge will be gone for about six weeks. He will visit 
England, France, Germany and Austria. He will make an 
intensive study of European art and will endeavor to secure 
decorative matter and ideas for better ‘displays at the store. 


Display Manager at Gimbel’s Is Promoted 


Andrew Hopkins, for. many years connected with Gimbel 
Brothers, both New York and Philadelphia stores as display 
manager, has been promoted. to a high executive position in 
the New York store. ; 

He has been appointed millinery merchandiser to succeed 
Harry S. Bernhard, who resigned recently to go into business 
for himself. This is but another example of the advances 
being made by displaymen in retail stores. Several other 
cases have been reported during the past several months. 
Robert Jones, formerly assistant to Mr. Hopkins at Gimbel 
Brothers, has been appointed display head. 





NELSON’S CIRCUS GETS BIG RESULTS 


Lloyd T. Nelson, head of The Lloyd T. Nelson Sales Co., 
317 E. St. Joe Street, Lansing, Mich., reports exceptionally 
good results in recent sales his company has conducted. 

These are conducted along the same lines as a circus, 
and the attraction is named “Nelson’s Gigantic 5 Ring 
Bargain Circus.” It was this sales firm that conducted the 
bargain circus for J. W. Knapp & Co.’s store in Lansing, 
which was mentioned in the April issue of The DISPLAY 
WORLD. Through an error, omission. was made of Mr. 
Nelson’s name and the fact that it was his circus, which 
idea is fully protected by government copyright and patents: 





BROOKLYN MAN WINS SLOGAN CONTEST 


M. R. Hollender, 1568 Lincoln Place, Brooklyn, N. Y., 
won the $50 prize offered by the Associated Men’s Neck- 
wear Industries, Inc., for the best slogan to promote and 
increase the sale of men’s neckwear. His slogan was “EVERY 
DAY IS TIE DAY,” and it will be used im the publicity 
issued by this association. The window display contest 
winners for Spring Neckwear Week will be announced soon. 
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Annual Review Is Pretentious 


Event staged by California store not 
only draws crowd, but is artistic 


HE annual revue staged by Hale Brothers, Inc., Sacra- 

mento, California, this year was one of the most preten- 
tious events of its kind in the Pacific coast district. The show 
took place on the second floor of the store. The background 
of the settings suggested the exterior of a country club house. 
The natural surroundings were so realistic that persons attend- 
ing were forced to pinch themselves to realize just where they 
acutally were. 

The promenade leading from the door of the club house, 
extending out into the room where the audience was seated, 
was banked on either side by natural ferns, palms and large 
vases filled with natural flowers and smilax. At the far end 





Upper—Realistic Setting for Annual Revue at Hale’s, 
Sacramento, Calif.; Lower—Showing Crowd Present. 


of the promenade an electric fountain was made most effective 
by the use of colored spot lights. 

The revue was staged in three groups—first, living models, 
who displayed summer sports wear; second, “Promenade of 
Fashions,” during which more formal garments for afternoon 
and evening wear were displayed. The final was the bridal 
party, complete and charming in every detail. 

The staging and details of the revue, including the realistic 
settings, were the work of D. C. Lewis, display manager, and 
it was largely through his efforts that the affair was such a 
success. The accompanying illustrations show the revue in 
actual progress, and the drawing power of the -event is indi- 
cated by the big audience in attendance. 


WERE LISTED IN THE WRONG METROPOLIS 

In the May issue of The DISPLAY WORLD mention 
was made of the Kutner-Goldstein Company, of Hartford, 
California, as one of the prize winners in the National Base- 
ball Week window display contest. This was an error, and 
instead of “Hartford, California,” this should have read 
“Hanford, California.” 


Distinctively 
Boyish 


A NEW 
FRANKEL MODEL 
FOR DISPLAYING 
THE PREVAILING 
STYLE GARMENTS 





Photographs sent on request 





“Every type of display fixture known” 








»DISPLAY FIXTURE CO.-9 


1146 BROADW AY NEW YORK 
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Manufacturer Proves He Was Right 


Window display contest demonstrates how displays of high grade 
toilet paper pay good returns, for the dealer 


By W. J. McCHESNEY, JR. 
Advertising Manager, A. P. W. Paper Company, Albany, N. Y. 


HERE are more than three thousand regis- 
tered brand names of toilet paper in the files 
of the Patent Office, ranging in imagination 
from “Absorbol” to “Zippy” and “Bank Note.” 
In addition to these three thousand, there are 

the other unregistered thousands whose authors did not 
consider their brain children worth the protection of 
registration. And so, it may be readily imagined that to 
make any one name or brand stand out from these legions 
would require more than ordinary effort on the part of 
the advertising man and sales force, and would call into 
play all the accepted media. But it has been done. 





Persistently and consistently, for fifty years, the A. P. 
W. Paper Co. has advertised its A. P. W. Satin Tissue— 
the highest priced roll of toilet paper on the market today 
—from the days when Horace Greeley refused to carry this 
advertising in the columns of his New York Tribune up to 
the present time, when the ‘fact that four rolls of A. P. W. 
Satin Tissue are a year’s supply is announced regularly in 
our largest national magazines that refused to carry patent 
medicine advertising years ago. 


But to induce the retailer—the druggist and the grocer 
—to display toilet paper so as to reap the highest returns 
from this advertising has always been a problem. Toilet 
paper has probably held the place of ignominy more con- 
sistently than any other product in the cellar or under the 
counter. But in recent years efforts have been more suc- 
cessful, and a long, hard campaign of education has borne 
such fruit that in 1923 the A. P. W. Paper Co. placed 7,000 
displays in druggists’ and grocers’ windows, and this year 
the number will total 10,000. In a spring campaign in Mil- 


-waukee alone 140 windows were placed. 


It has been particularly interesting to note the changing 
feeling of the better class of retailer in regard to displaying 
toilet paper in his window. As the result of a recent dis- 
play contest in connection with Hearst’s International Maga- 
zine, some very concrete and valuable information was 
gained, and the retailer himself voluntarily verified many 
principles of successful display that the company has been 
reiterating for years. Before considering the results of the 
contest, a word will suffice to explain the details. 

Hearst’s International, of course, is sold through about 





Display of A. P. W. Paper in Kunkel’s Drug Store, Carlisle, Pa., Which Won $200. 
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ART STUDIES 


posed by living models from the studios of Boston’s most prominent 
Artists. Draped and Nude figures for construction, posture, etc. 


ENTIRE MINIATURE SERIES...................... $1.00 
SAMree wer OF MINIATURES. ... 0.20.2... e cece e ee 


Full size prints are 5x7 and 7x10 in black and white. 


SHAW PUBLISHING CO., Inc., Room 1051 
44 BOYLSTON STREET BOSTON, MASS. 
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GEORGE SCHMIEDEL 


Manufacturer of 


GEORGIAN PLUSHES 


SILK PLUSHES SILK VELOURS 
Widths—24”, 36”, 50” Width—50” 
32 Colors 24 Colors 


PIECE LOTS ONLY NEW YORK OFFICE 


NO CUTS 50 Union Square 
(N. E, Corner 4th Ave. and 17th St.) 
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Effective 


Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
_use of color and introduced to displaymen 
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only one year ago has proven its great 
practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 
Size 22x29 inches, reinforced with linen back. 
Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 
Write for free bulletin, “Color as a 
Real Trade Builder” 


The DISPLAY WORLD 
Exclusive Agents to The Display Field 
CINCINNATI, OHIO 












































160.“ drug stores throughout the United States. Three 
times a vear the magazine conducts a window display con- 
t:st, giv'ag cash prizes for photographs of winning windows 
ir which merchandise is displayed that is advertised in full 
pages in Hearst’s of that particular uonth. 

In the February contest the A. P. W. Paper Co. dupli- 
cated Hearst’s prizes. That is, we offered to send a check, 
equal to that given by Hearst’s, to winners in whose win- 
dow was included a complete A. P. W. display consist- 
ing of five pieces—a large cut-out blackboard and four 
small cut-out dolls, each carrying a slate. Our participa- 
tion in this contest was announced to the trade by a broad- 
side mailed out to the list of druggists who sell the maga- 
zine. Our salesmen had been supplied with this material 
and were urged to induce as many as possible to go in for 
the ‘double money, there being three first prizes of $100 
($200 if an A. P. W. display was included in the winning 
window), three second prizes of $50, three prizes of $25, 
and several $10 prizes. 

After the photographs were all in, it was found that the 
A. P. W. Paper Co. had to make out checks to thirteen 
druggists. In sending out these checks, we asked the re- 
tailer if he would not write us a letter and tell us just what 
results had been obtained as regards actual sales of A. P. 
W. Satin Tissue as a result of his participation in this con- 
test. These letters contain the real meat of the campaign, 
but before considering them it is interesting to note the 
talking points we had used in our attempts to induce re- 
tailers to display our products. By means of portfolios, 
broadsides, sales letters and trade paper copy. we had con- 
tinually argued that proper display would result in— 

1. Making it easy for persons already acquainted with 
the product to buy. 

2. Bringing into the store many new customers. 

3. Inducing persons to buy who had not been hitherto 
convinced of the advisability of purchasing the quality 
article at the higher price. 

4. Relieving the customer of the embarrassment of ask- 
ing for toilet paper by name. 

5. Increasing the unit of sale, thereby increasing profits. 

Mr. Marlin Knight, the Central Drug Store, Kendallville, 
Ind., was awarded first prize, Class A, by Hearst’s, and con- 
sequently received a check for an additional $100 from the 
A. P. W. Paper Co. Commenting on this contest, Mr. 
Knight wrote in part: 

“We had never handled a toilet paper that Sold for over 
fifteen cents per roll until this contest. The town being 
small it never occurred to us that we could sell a higher 
priced paper. While the display was in the window (one 
week) we sold five whole boxes and eleven singles. One man 
remarked that he had been carrying it home from Ft. 
Wayne, Ind., for over three years simply because he could 
not get it at home. He had never been a customer of ours, 
but he comes in quite frequently now.” 

Note how well this letter brings out three points men- 
tioned above, that is numbers 1, 2 and 5. The gentleman 
mentioned thought he could not get the paper in Kendall- 
ville. As a matter of fact other druggists did have it, but 
the one who displayed it sold it and at the same time gained 
a new customer (point 2.) Also, Mr Knight successfully 
sold toilet paper at fifty cents a roll, whereas he had always 
imagined he could not get more than fifteen cents for ai 
item such as this. 

From Reading, Pa., Mr. Harold D. Guenther writes in 
part: 


“I will say that I never handled your A. P. W. paper 
previous to this display and I was surprised to see that we 
sold five rolls from the window in the week same was on 
display, which I consider excellent for my store, which i3 


(Continued on page 82, 
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Remarkable Golf Ball Display 


Half of gigantic figure of man eighteen feet 
high shown in background 


HAT is probably the most unique window display 
W unveiled before the eyes of the public during the 
present year, has just been installed in one of the display 
windows in the office building ot the United States Rubber 
Company, 1790 Broadway, New York City, being the work 
of the noted display specialist, George A. Smith, and devoted 
to the subject of golf. 

The display made a tremendous hit along Broadway, 
and shows an exact reproduction of the way Walter Hagen 
putts on the green. This figure is nine feet up to the 
waist, the remaining portion of the body being left to the 
imagination of the public. The man is supposed to be 





Golf Display for U. S. Rubber Co. by G. A. Smith 


eighteen feet high, and everything is carried out in pro- 
porton. 

The golf club is seven feet in length, while the ball is 
four inches in diameter. This cutout sets in back of’ the 
circular opening about three feet and is lighted at the top 
with blue lights, while the front of the display is lighted 
in rose-pink lavender. The display was installed to ad- 
vertise the Royal Golf Ball, manufactured by the United 
States Rubber Company, and not only has been a remiark- 
able attraction, but has resulted in many inquiries regard- 
ing the new ball. 

The display, in general, aside from its uniqueness shows 
the ever apparent taste and ingenuity of Mr. Smith, in 
providing artistic decoratives and backgrounds. 





ONE OF FOUNDERS OF YOUNKER STORE DIES 


Falk J. Younker, pioneer business man of Des Moines, 
Iowa, and one of the founders of Younker Brothers store, 
died there May 10th. He began his long and successful 
business career when in his teens and was active in Youn- 
ker Brothers until about fourteen years ago. He was 
fifty-five years of age at the time of death. 





ANNUAL REPORT PUBLISHED IN BOOK FORM 

The fifty-second annual report of the Silk Association 
of America has been published in attractive book form, 
and contains the proceedings of the annual meeting, held 
March 26. This book has been issued from the national 
headquarters, 354 Fifth Avenue, New York City. 








See Our Exhibit at 


Booth No. 100 


and Ask for Our 
Color Chart 


“How to Use Color in 
Window Displays” 
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‘31 HUDSON ST. NEW YORK. 
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The Convention 
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THE DISPLAY WORLD 


FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


to the display profes- 

sion and industry has 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 
Everywhere you will find 
The DISPLAY WORLD 
held in highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 


To read it regularly each 
month you insure for your- 
-self a close contact with all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns you get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. 


Sample copy 25c 


_ Subscribe 
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ORDER BLANK 


The Display Publishing Co., 
Cincinnati, Ohio. 

Gentlemen: Enclosed find $2.00, for which enter my name on 
vour subscription list for a full year’s subscription—l2 issues— 
beginning with the next issue. Address magazine as follows: 


Note—Remittance by check requires 10c additional for ex- 
change. Canadian and foreign subscription 50c additional. 
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Remarkable Figure Used in Display 


Spanish Shawl is shown with gorgeous effect 
on imported French model 


The flawless shoulders and back of the figure illustrated 
herewith created comment when it was displayed in the win- 
dows of the Villa de Paris, B. H. Dyas & Co., of Los Angeles, 
by Russ J. Moots, display manager. The display was installed 
to show fine old, many-colored Spanish shawls. The evening 
dress harmonizes in color with the shawl, and the way the 
shawl is draped is very effective. The accessories for evening 
wear are shown to one side. The Spanish effect is carried 





Attractive Figure with Spanish Shawl Drape 
by R. J. Moots 


out not only in the type of wax figure used, but also in the 
hair comb and the high decorative comb. 

This remarkable figure is the work of Pierre Imans, noted 
the world over for his skill in making beautiful wax figures. 
He has the pride of an artist in his wax productions. 'Conse- 
quently each one is a masterpiece of perfection. He chooses 
his models from the most famous beauties of the world, re- 
producing their exquisite loveliness. 

The Curtis-Leger Fixture Company, of Chicago, is the sole 
agent for Pierre Iman’s wax figures in the United States. 
Since introduced in this country they have become very popu- 
lar with displaymen. By ordering eight to ten months in ad- 
vance, Curtis-Leger always have a stock of these figures .on 
hand for immediate shipment. 





FATHER’S DAY NECKTIE BOOSTER PLAN 


“Give Dad a Tie—Father’s Day, June 15th,” was the 
slogan on all the advertising and in the suggested window 
displays in a special campaign just closed by the Asso- 
ciated Men’s Neckwear Industries, Inc. Much special ad- 
vertising was used. 
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Boys’ Wash Suits Display Easily 


One of most pleasing lines of store merchandise 
to work up effectively 


_ By LOTHAR F. DITTMAR 
Display Megr., The Union Co., Columbus, O. 


NE of the nicest things to work with is boys’ wash suits. 

It affords an opportunity for every displayman who han- 
dles this class of merchandise to use just a small setting to 
create the atmosphere of summer. 

Shown in this picture is a small scene measuring four by 
eight feet, border by garlands of tea roses, and the only color 
displayed in the entire setting. Wax figures play an important 
part in the showing of boys’ suits, and in this particular case 
they show exactly how they would look on the boy himself. 





Display of Boys’ Wash Suits by L. F. Dittmar 


The figure with its back to the window was purposely placed 
this way so that one might see how the suit looked from the 
back. 

The floor treatment consisted of artificial grass rugging. 
Notice how the black felt covered platform in the rear helped 
to make a base for the entire setting. It is not necessary to 
overcrowd a window of this character because each garment 
shown on the figures will tell a better story than if fifty suits 
would have been piled in the window without layout or 
thought. ; 





“SAVE MOTHER” CAMPAIGN PROVES EFFECTIVE 


The Electrical League of the Niagara Frontier recently 


conducted a window display contest among its members 
in connection with the “Save Monther” campaign featur- 
ing electric washing machines and electric ironers. Mc- 
Carthy Bros. & Ford, Buffalo, N. Y., for whom E. D. 
O’Dea, popular member of the Buffalo I. A. D. M., is retail 
manager, won the first prize. The Falls Equipment Co., 
of Niagara Falls and the L. M. Haberer Co., of Buffalo, 
were the winners of:second and third prizes, respectively. 





CHANGE IN DISPLAYMEN OF MISSOURI STORE 


Thomas Cook, secretary-treasurer of the Kansas Asso- 
ciation of Display Men, formerly display manager of The 
Hub, Salina, Kansas, has accepted the position of display 
manager with Woolfe Brothers, Kansas City, Mo., this 
vacancy being created by the resignation of Steve Allen, 
who has accepted a road position with the Curtis Leger 
Company. p 
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Display Men! 


We want you to see our wonderful line 
which we will display at the 


Buffalo Convention 


June 23 to 26 


When you come to space numbers 


9-11-13 
STOP! 


Messrs. Leon, Biedermann, Herman 


Mende, Gilbert Larson and Arthur 
Ropsy will be there to greet you. 


Ace Art Flower Co. 


Creators — Designers — Manufacturers 


1808 W. Grand Ave., Chicago, Ill. 




















Sales Promoters 


BRIGHTER WINDOWS 
VELOUR TRIMMED 


Hydol Plush 


Rich-Gay and Lustrous Colors 
in 24, 36 and 50 Inch Widths 


Samples Gladly Furnished on Request. . 


“We also Carry a Full Line of Colors in 
a Very Fine Cotton Velour” 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Yours For Service “HYDOL” 
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Modern Show Window Lighting Pays 


(Continued from page 13) 


should all be concentrated upon the display. Many 
merchants waste fully half the light in their show win- 
dow. The lower part containing the trim is where the 
light is needed, and should be flooded with an even, 
well-distributed light. Sometimes those dark spots are 
shadowed across some part of it, thereby destroying its 
attractiveness. 

Four, use plenty of light, for light attracts. Do not 
be like so many, especially among merchants, who are 
contented with too little light or who forget that light 
is to see by and not to look at. It is not difficult to 
inérease greatly the number of window lookers through 
the right use of more light, and to prove this contention 
two separately conducted tests were run, under all pos- 
sible conditions, such as getting observations at differ- 
ent hours, on different evenings of the week, under all 
the various weather conditions, and over a period of 
several months. The results showed* that when the 
window which formerly used 15 foot candles, had this 
jntensity increased to 40 foot-candles, the number of 
people out of every 100 who paused and looked in the 
window increased from 11 to 15, or 36 per cent., and 
when this intensity was increased to 100 foot-candles 
the number of people who stopped increased 90 per 
cent. over thdt when 15 foot-candles were in se. 


Besides adhering to the four general rules above 
mentioned, many other novel means have been devel- 
oped, whereby the value of the show window can be 
enhanced and made to stand out in more prominence. 
Notable among these are the flood and spotlights, side 
lighting, foot lighting and color lighting. By means 
of floodlighting beautiful effects which make the mer- 
chandise stand out against a subdued background are 
created. The powerful concentrated spotlight directs 
the attention to the central figure or principal item in 
the display. Shadows are created, modified, or obliter- 
ated, by floodlighting and side lighting at the will of 
the display owner. 

While color lighting has come into more or less 
prominence lately, it is by no means a new idea. It 
dates back to the Japanese lantern and probably before 
that. While the means of creating the color effect has 
changed somewhat since its first conception, the prin- 
ciple underlying its application is practically the same 
today as it was then. Color still plays as vital a part 
in the normal life of the people of today as it did in 
the past, and our constant contact with nature’s lavish 
colors has made us unconsciously associate certain col- 


ors with definite psychological and physiological re- 


actions. We think of blue as being associated with the 
sea, the summer sky or the moonlight. Red, on the 
other hand, we think of being related to fire and heat; 
and so it is with all the colors—we, through our inti- 


mate relation, associate them with some definite subject. 
Displaying these various color combinations in the show 
window, it is possible to make the window appear live 
and real. 

Since the basic idea back of every selling appeal is 
that of encouraging the buying impulse, no effect should 
be overlooked which has a direct influence upon the 
prospective purchaser. Color lighting, intelligently 
used, has a subtle but decisive influence. When used 
as an aid in selling, it can serve the same purpose as 
colored lighting on the stage, and the advertised pro- 
duct can be exhibited in a setting of colors which not 
only attracts attention but promotes the buying impulse. 
Thus, color lighting can start the psychological cycle 
of action and reaction, and display managers and deco- 
rators are rapidly introducing the technique of color 
lighting to make their work more effective. Color in 
display window lighting enables the display manager 
to enlarge upon his opportunity. White light has been 
the only illumination available for displaying goods of 
all seasons and purposes. The display manager has 
not made use of the tricks of the stage, though the 
display window is virtually a stage. Imagine stage 
lighting with white lights only. Yet display decorators 
work with this handicap when they depend solely upon 
white light, and they reduce the sales appeal of their 
windows accordingly. The merchant who puts into 
play all these varied effects can feel assured that he 
will be more than amly, repaid by increased sales, a 
higher ‘standing in the community, and the satisfaction 
in knowing that his displays are in accord with most 
modern ideas. 





BALTIMORE BANKS ARE USING DISPLAYS 

Milton Hartmann, the efficient display manager for 
Brager’s of Baltimore, was recently requested to install 
several displays for one of Baltimore’s largest banks. The 
displays are being changed every two weeks, and one of 
the recent effective showings was a safety deposit box. 
Hartman used a large poster sign explaining the merits 
of these boxes, etc., and the display attracted unusual 
attention from the public. 





NEW SERVICE FIRM IN EASTERN OHIO CITY 


The Tipton Advertising Service, of Steubenville, Ohio, 
has announced the opening of a window trimming and 
show card department. A special service will be given the 
merchant, of expert displaymen by the day or hour, also a 
series of show cards. The firm will probably also handle 
national advertisers’ displays. 





EXCEPTIONAL STYLE SHOW WINDOW 
Miller & Paine, Lincoln, Neb., recently turned over 
every display window in the store to a big style week 


_ display. During the week an all-black advertisement was 


run in the newspapers, in which everything advertised was 
in black. 
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Pronounced “The Line Beautiful’’ by 
Critical Display Men Throughout 
the Country. 


The Special Folder Showing 
our “SIX HUNDRED LINE” 


Awaits Your Inquiry 


SEGALL & SONS 


Manufacturers 
933 Arch St., Philadelphia, U. S. A. 


















































“AT PENN STATION” The Only Book of Its Kind Published | 


CENTRAL INSTITUTE } “How to Organize A Floral Parade” 


Window Dressing pe By 40S. SCHACK 

peg ; we A 24-page paper bound pamphlet, 

Show Card Writing . 4 just off the press, containing all 

> the cen Se ae yee td for ~ ‘ 

+3 t rades. 

and Po&ter Art. Sag 
Praétical Individual In§truétion ; 
by Experts. 

256-258 West 34th St., New York City 





gestions and working diagrams. 
Price 25c Postpaid ) 


Order from 
The DISPLAY WORLD 


Cincinnati, O. P 
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| _ SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
» thing in the display line in which you are interested. If you do not find your needs listed.on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 

} for you. Avail yourself 6f our incomparable service facilities without cost or obligation. 
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4 O) Air Brushes C) Counters and Shelving 0 Plaques (Window) 1) Signs—Electric 3 
, C) Artificial Flowers C] Decorative Papers CJ Plastic and Composi- (] Signs—Wood Letter % 
P24 C) Art Screens [] Display Furniture tion Pieces C) Stencil Outfits P24 
‘ C) Art Studies {] Display Forms C) Plushes and Velours CL) Stock Posters P4 
; C) Backgrounds C] Display Racks C] Price Cards and Tickets ( Store Designing 2 
>  () Background Coverings ([) Dividers—Show 1 Price Ticket Holders [J Store Fronts P24 
; CL] Books on Cardwriting Window [}) Reflectors [] Time Switches % 
% (] Books on Display () Drawing Boards LC] Screens (Background) [() Valances 44 
CL) Books on Draping C] Fabrics and Trimmings [J Shoes—Window C] Wall Board 44 
% © Booths and Floats C) Fixtures | (] Show Card Schools CL) Wax Forms and Figures 
; () Brushes and Pens () Flags and Banners C) Show Card Service L] Wickerware Specialties 
P24 (1) Cabinets—Revolving (1) Hammers—Window CC) Show Card Supplies (1) Window Drapes ? 
; CL} Card & Mat Board C) Lamp Coloring CL) Show Cases C] Window Lighting 
; C) Card Writers’ Materials () Lightingand Equipment [J Show Case Lighting [) Window Shades ; 
% C) Cash Carriers () Pageants and Exhibits (J) Signs and Card Holders [] Window Trimming ; 
, C) Chairs and Seats [) Papier Mache C) Signs—Brass and Schools ; 
: C1) Color Lighting Specialties Bronze C1) Wood Carvings ; 


: 2 DO YOU WISH A COPY OF THEIR CATALOG? | 
%  (] DO YOU PLAN TO REMODEL YOUR STORE SOON? (] DO YOU PLAN TOBUILD A STORE SOON? 
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MAIL TO THE DISPLAY WORLD—CINCINNATI, O. ‘ 
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CONVENTION SPECIAL! 

This valance as shown, our No. 303, made on either MONKS 
or CLOISTER cloth or TAN REPP, trimmed in any color 
strapping with 2 inches mercerized fringe, 18 inches deep, 
complete with wooden_rods a aeeesre ae per foot. 

This offer expires July 10, 


WINDOWCRAFT VALANCE & DRAPERY CO. 
326 Superior Ave., N. W., Cleveland, O. 

















LIGNINE 
(Wood) 
Carvings 


Best 
Trim 
on the 
Market 
Will HELP YOU increase your Efficiency. 
Will HELP CREATE—Backgrounds, Panels, 
Screens—BEAUTIFUL. 
Period Designs, Heads, Scrolls, Wreaths, Rosettes, 
Shields, Festoons, etc. 
New No. 9 Catalog and sample—FREE. 


ORNAMENTAL PRODUCTS CO. 
W. LAFAYETTE DETROIT, MICH. 























SCOTCH! 


BOOTH NOS. 105-106-70 ‘ 


‘Meet us there 
We've Got the Goods” 


I. A. D. M. CONVENTION, 
BUFFALO, N. Y. 


British Exhibit for American Display Men 
Imported British and French 
Show Window Panels & Floors 


MURDISON DISPLAY SERVICE 
1095 Genesee St. Buffalo, N. Y. 
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Millard & Merrifield, Inc. 
2894 West 8th St. | Coney Island, N. Y. 


NET BANNERS 


FOR ADVERTISING PURPOSES, FAIRS, 
POLITICAL CAMPAIGNS AND ALL EVENTS 


We Build Anywhere 
: in the 
and Paint U. S. A. 
Note: We will pay for advance information re- 
garding coming events, such as Carnivals, Celebra- 
tions, Anniversaries, etc., where “FLOATS” will 


be used in Parades if supplied within 60 to 90 days 
in advance. 











ladia Kidh Unique Display Fixture 


Permits umbrella to be displayed open and in all 
instances, attracts sales 


By HOWARD E. MURPHY 
Sales Mgr., Rose Brothers Co., Lancaster, Pa. 


N advancing the demand for any product, it is natural to 

assume that if it is at all possible, the product must be 
made appealing in both the magazine and other forms of 
advertising used, and then linked up in some way with win- 
dow display campaigns. My article shall deal with a specially 
designed fixture we utilize in pushing the sale of India um- 
brellas and parasols. It is known as the India Kidh. 

To appreciate the necessity of the India Kidh and what 
it was designed to do, will require a little review of the 
general stagnancy which has existed in the umbrella industry. 
It may be well to point out that we are the only manufacturer 
of umbrellas who has set up a definite consumer campaign to 
stimulate umbrella consumption; and, in addition to this, it 
may also be well to point out that in the last decade very little, 


if any, improvement has actually been 
given to umbrellas. In bringing out 
the India and confining our produc- ” ° : 


tion solely to that style, which means 
making nothing but ten-rib unbrellas 
with flexible wind proof tips, we 
have given the industry the first con- 
certed effort to better umbrella pro- 
duction, and our national advertising 
in Vogue and the Saturday Evening 
Post is the only consistent campaign The India Kidh 
which is being conducted for umbrellas. 

India umbrellas, by reason of their construction, are shorter 
when closed and wider when open, than the ordinary seven or 
eight-rib umbrella. In addition to this, the flexible portion of 
the rib near the tip makes it wind-proof. This feature, by 
reason of its flexibility, relieves strain on the cover when it 
is under storm stress. In addition to this, the India is identi- 
fied because of ts contour. 

The displayman might ask, “What prompted the develop- 
ment and use of the India Kidh?”—to which I would reply 
by pointing out that an India closed is not identifiable from 
an ordinary umbrella, and the India Kidh was designed so our 
merchants would be in a position to display the India open, 
so that it could be recognized. The fixture is constructed 
with an adjustable easel attachment, so that it will accommo- 
date a man’s, woman’s, or child’s umbrella, open. Before the 
India Kidh was placed with our merchants, we advertised the 
fixture in our national campaign, linking it up directly with 
the name “India” and the “shape.” "There has’ been such a 
disregard for display matter sent out promiscuously by manu- 
facturers, that we decided that the India Kidh would only 
be given to those merchants who desire to link up with our 
national campaign anid where we have positive assurance that 
it is going to be placed in service. 

It is difficult to trace direct sales to the India Kidh, but it 
has proven beyond a doubt that the fixture acts as a traffic 
director in bringing people to the counter. The largest proof 
of the advantages of the Kidh display is in the requests which 
we are having for atiditional Kidhs, or replacements. In 
summing up, we can safely say that the India Kidh is the 
only display fixture used in the umbrella industry which 
permits an umbrella to be ‘displayed open and carries with it 
merchandising assistance through an advertising tie-up. Our 
trade-mark “India” was selected because of the pre-eminence 
of umbrellas in this country. The.true Hindu considers it a 
sacrilege to possess a stained head-dress, and umbrellas in 
Inidia are a mark of caste. By using the figure which sym- 
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bolizes the name as closely as this one does, we have secured 
a direct tie-up with “The Little. Umbrella With the Big 
Spread.” This slogan, by the way, most clearly defines our 
product and is sometimes called so by consumers when the 
name may have been forgotten. 





Window Ties Up With Music Week 


Display gains comment and sells gowns and 
Spanish shawls as a result 


By S. B. GOINS 
Display Mgr., Rosenthal Dry Goods Co., Beaumont, Texas 


WINDOW display which gained for our store much 
favorable comment, in addition to certain added business, 

was installed as a tie-up with Music Week, a local event each 
year, being sponsored by music lovers of this section of Texas. 
We have found that while it is not advisable to attempt a 
tie-up with everything, that certain events, such. as Music 





Music Week Display, Rosenthal Co., Beaumont, Texas 


Weeks and civic happenings, not only place the store in the 
good will of the people, but prove big sellers to out-of-town 
visitors, this particular display selling from the window three 
expensive gowns and three Spanish shawls. 

Aside from the artistic sentiment expressed by the display, 
there was enough human interest connected with it to attract 
people in all walks of life, and it certainly carried an appeal to 
prospective customers, as indicated by the resultant sales. 





NEW DISPLAYMAN IN PENNSYLVANIA STORE 

William Burden, formerly of Philadelphia and Chicago 
department stores, has been made display manager of 
Brett’s new department store, at Altoona, Pa. This store 
was opened late in April and Mr. Burden has assumed 
complete charge of the display department. 





AGENCY MAN ELECTED AD CLUB PRESIDENT 

H. H. Charles, president of the H. H. Charles Advertis- 
ing Agency, has been elected president of the Advertising 
Club of New York. Frank W. Harwood, popular adver- 
tising director of the American Tobacco Company was 
elected vice-president for a term of three years. 





PLAN TO HOLD OHIO DISPLAY MEN’S MEETING 


At a recent meeting of the Marion, Ohio, Display Man’s 
Club, plans for a convention of the Ohio Display Men’s 
Association, to take place in the Spring of 1925, were dis- 
cussed. The convention originally planned for this year 
was posponed. At the recent meeting, a committee was 
appointed to confer with the management of the Hotel 
Harding relative to securing convention quarters, and offi- 
cial announcement of the plans for the meeting will prob- 
ably be announced at the Buffalo I. A. D. M. convention. 


— 


SMU UUM UCU LUI LU 


J. B. Timberlake & Sons, : 
of Jackson, Michigan 


will show their complete line of Popular 


Priced Metal and Wire Display Fixtures 


at BUFFALO, in 
BOOTH No. 59. 


Store Fixtures, 
Chinawear Display Fixtures, 
Colored .Light Screens, 
Doll Stands 


QUALITY PRODUCTS 
POPULAR PRICED 


HN 


ANNULUS 


INUIT ULL 


MPYRUP 
SILKREPE 


Reg. U. S. Pat. Off. 
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A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 
100 MARKET ST. 
KENILWORTH, N. J. 
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Chicago Monthly Display Review 


May proves to be an unreasonable and equally unseasonable 
month for the displays of summer merchandise 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


AY has been a most unreasonable, if not to say 
unseasonable, month for retail business in 

Chicago. For, with a few warm days during 

the latter part of the preceding month, re- 

tailers generally seemed to look forward to 

good spring weather for May. Window displays and news- 
paper advertising adequately reflected this optimistic view- 
point. But the anticipated good weather was, with few 
exceptions, unrealized. Now and then a warm, balmy day 
came along, but it was soon followed by winter stragglers. 
Straw hats were in the windows ten days before one 
could count more than half a dozen on State Street, or any 
other street. The day before Memorial Day, which is the 
time the ultra-conservatives buy their new straw bonnets, 
was cold and gloomy—cold outside, gloomy in the hat 
shops. Saturday, May 31, was very little different until 
late in the afternoon. The last two good business days of 


oa 








the month “shot to pieces” some merchants have shed their 
optimism and much spring merchandise as been sheared of 
its profits. 

June windows are showing many items as “special 
prices,” and considerable of cheaper merchandise is being 
displayed and advertised in a majority of Chicago stores. 

The windows of Marshall Field & Co. are up to their 
usual high standard of excellence, both in the character of 
merchandise shown and the manner in which it is displayed. 
The corner window at Randolph and State Streets shows 
five wax figures dressed in five different styles of sport 
suits, four of which are of knitted fabrics and all in bright 
colors of green, crimson and orange. The background is 
the same as described in the April issue, but a large oblong 
tank has been cut in the floor, in the center of which 
is a bubbling fountain. Around the corner of the tank, 
and apparently growing out of the water, are several 





Recent Chicago Displays—Upper Left, W. A. McCormick for the Boston Store, Art Glass Windows in Background ; 
Upper Right, A. V. Fraser for Marshall, Field & Co., Rich Furniture Setting; Lower Left, Harry C. Davis for 
Maurice L. Rothschild; Lower Right, J. E. Tannehill for Carson, Pirie, Scott & Co., Elaborate Tapestry Background 
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bunches of live grass, thus producing a most realistic and 
appropriate setting for the character of goods displayed 
in this window. 

No. 2, the next window on State Street, shows two figures 
appropriately dressed in beautiful white suits for summer. 
Hats, shoes and hose are in perfect accord. No. 3 also 
features two figures, nicely posed, wearing summer coats. 
No. 4 likewise shows two figures wearing suits of twisted 
silk. No. 5 is a beautiful display of ribbons in various 
widths in four shades. No. 6, whch is the last of this north 
section on State Street,.is a characteristic piece goods dis- 
play of black and white printed silks with hand-blocked 
No. 7 shows two figures wearing elaborate sum- 
mer coats. One is of black silk material with a large all- 
over floral pattern embroidered in white. The figure wears 
a black hat with a cerise and red flower, which is similar 
in design and size to the floral design in the coat. The coat 
collar is of black Maribou. The other companion figure 
wears a black lace coat trimmed with black silk and a heavy 
Maribou collar of black. A black straw hat of large shape 
and trimmed with black chiffon and lace is shown with the 
coat. The window gets lots of attention. No. 8 is a typical 
field display of summer millinery. Seven hats are shown 
in this twenty-foot window in such a way that one more 
hat would seem to crowd the display. All these hats are 
in shades of lavender, and the stands upon which they are 
shown are painted to match the shade of the framework 
of the background design. 

No. 9, which is by all odds the feature display of the 
entire State Street side, is of bathing suits. A large paint- 
ing, about 16x16 feet and framed in a dull brown frame 
12x4 inches, forms the background for this display. The 
painting is of the sea, and shows a huge wave right in the 
foreground. The picture is done in blue, green and white. 
The white crested wave, two sea gulls and the receding 
horizon form a most appropriate and realistic sétting for 
the four wax figures, each wearing an elaborate and dis- 
tinctive style of bathing suit. The window is worth seeing. 

No. 10 shows two Misses’ figures wearing pretty printed 
crepe silk dresses, and No. 11 is a similar display showing 
two womien’s figures wearing afternoon dresses with hats 
and shoes in noticeable harmony. 

The large corner window at State and Washington 
Streets shows five figures dressed in elaborate and beau- 
tiful summer evening gowns. Two figures wear gowns of 
green shades; two wear gowns of tan and coral shades, 
and one in the background and center wears a creation in 
white trimmed with tan and green glass beads in floral 
design. 

Charles A. Stevens is the next in order down State 
Street, and their large island window is given over to a 
complete and very attractive display of white apparel for 
women, Seven full wax figures are used, and approxi- 
mately ten items of apparel are tastily draped over stands 
on the floor. White dresses, coats, hats, bags, parasols, 
scarf and gloves are well arranged. There are three or 
four garments which show just a touch of black trimming. 
The materials are of serge, silk and broadcloth, and the 
styles shown are each and every one both smart and de- 
sirable. ; 

The lobby windows show unfit trims of the following: 
White shoes, black-trimmed white straw and Panama hats, 
Collegiate flannel blouses in bright colors; four sectional 
units show ‘step-in silk lingerie at a special Price of $3.95, 
printed silks, corsets, chiffon hose at $1.85, novelty um- 
brellas, perfumes and fancy handkerchiefs, collar and cuff 
sets in lace and linen, glass necklaces, beaded bags and 
gloves. 

Mandel Brothers, like the other larger State Street 


p itterns. 
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A HANDSOME DISPLAY 
A SKILLFUL ARRANGEMENT 
A DIGNIFIED BACKGROUND 
GOOD LIGHTING 


An Attractive Valance 














We 
have designs which will improve your win- 
dows, and,they are made on materials and 
in such a manner as to last. 


We are specialists in good Valances. 


With the co-operation of any display man, our 
ideas and his, result in a Valance which is indi- 
vidual, attractive and rich. Our booklet illustrat- 
ing a number of good numbers on request. 


Bryan’s 
526 S. 4th Ave. Louisville, Ky. 
_FIXTURE SALESMEN—DISPLAYMEN 
Write for our proposition selling good Valances. 


Some very desirable territory open, and good op- 
portunity if you are located in same. 
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Our twenty years of distribution and 
manufacturing 


DISPLAY FIXTURES 


has covered almost every conceivable con- 
dition, and gives us valuable information 
which we have embodied into our line. 
Northern Fix- 
tures are top 
notch quality, 
very classy, too.’ 
Thousands of 
merchants know 
this. Do you? 









Northern Fixture Co., Inc. 


25 Main St., S. E. Minneapolis, Minn. 
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National Plush Co. 


7 WEST 3rd ST. 
NEW YORK CITY 


_ PLUSHES and VELOURS 


FOR 
WINDOW TRIMMING 


We especially solicit the Business of 
Display Fixture Houses and carefully 
fill same. 


SAMPLES SENT ON REQUEST. 























PECIALIZING in window displays for National Advertisers 

and Dealers. Model displays planned, reproduced and set- 
up in my model windows. Make your ‘‘Window Display Dealer 
Helps” produce the results they should. 


In charge of the United States Rubber Co.’s Window Displays. 


























VALANCES 











Panels and Drape Shades 
Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 

retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 


Hudson & Federal Sts. Camden, New Jersey 











DECALCOMANIA Transfers 


FOR WOOD, METAL,GLASS, COATED CLOTH, Erc. 













Special designs and trademarks 
made to order. Send copy for 
quotations. 


THE COMMERFORD CO. 
110 East 19th Street, New York 


Tel. Stuyvesant 3272 








stores, have the same backgrounds as described in their 
opening windows. The first large window at the north 
end of the store is a very strikingly attractive display of 
Rogers Bros. silver shown in various sized chests. The 
chests are of mahogany, and they are lined with bright 
blue silk velour. In addition to the regular background 
setting, seven or eight large spreading ferns have been 
tilted and set about in various heights from the floor, 
which forms a very unusual and beautiful background for 
the display of silverware. A piece of black silk velvet has 
been used to drape about the floor of the window and over 
the tables and pedestals upon which the chests of silver are 
placed. 


The double window at the corner of State and Madison 
Street shows three figures in black lace dresses, wearing 
elaborate black lace-trimmed straw hats. Hats, gloves and 
Maribou throw are appropriately shown in between and 
on the floor. The other side on Madison Street also shows 
three figures in dresses, one of orchid shade and two in 
different: shades of tan lace and silk. A salmon pink Mari- 
bou neck-piece and two picture hats complete the trim. 


Mr. Tannehill’s windows at Carson Pirie, Scott & Co. 
are pictures of simple elegance in the presentation of smart 
apparel for women. The backgrounds of monk’s cloth, 
which have been used so successfully for the past three 
years, do not seem to grow monotonous under Mr. Tanne- 
hill’s care. One doesn’t notice that the background remains 
the same, but one is rather impressed with the fact that 
each week the windows look sparklingly new and distinctly 
different on account of the excellent taste and judgment 
shown in the selection and arrangement of the merchandise 
displayed from week to week and season to season. The 
windows at this time are distinctly attractive and inter- 
esting. 


No. 1, nearest the entrance at the corner of State and 
Madison, shows an excellent grouping of three figures 
wearing beautiful lace-trimmed dresses. One near the 
center of the window wears a cream-colored gown, each 
of the two other dressed in a black lace-trimmed gown. A 
small carved walnut table upon which is a lighted table 
lamp with artistic wrought bronze base is used to break 
the monotony of three figures of the same height. An oval 
mirror in a carved polychrome frame hangs directly in the 
center of the background. A small walnut chair at the 
other end of the window, with two or three small items, 
well selected and nicely placed about the floor, completes 
this striking display. 


No. 2 is an excellent display of sports apparel. No. 3 is 
devoted to a display of tub frocks. No. 4 is a striking win- 
dow of embroidered petticoats featured as a special June 
sale item. No. 5 is a striking window of black millinery. 
Straw hats trimmed with lace and chiffons. About a dozen 
hats are used in the window and shown on stands. No. 6 
is an equally attractive display of white footwear for 
women. Each of the windows carries a beveled edge tan 
card 5x12 inches,, two lines of lettering describing the types 
of garments displayed and the location of that department 
in the store. 





EASTERN MAN ELECTED CHAIRMAN OF DIVISION 


Richard E. Steed, of. the Gladding Dry Goods Co., 
Providence, R. I., has been elected chairman of the store 
managers’ division of the National Retail Dry Good Asso- 
ciation. Other, officers chosen were: Charles N. Ander- 
son, Anderson, Newcomb Co., Wheeling, W. Va., vice- 
chairman, and E.. H. Pierce, Best & Co., New York City, 
secretary and treasurer. 








Convention of I. A. D. M. 


(Continued from page 19) 


We find that, through our initiation of members, we not 
only get better attendance from old members, but get more 
action on applications, the fellows all working to witness 
the initiation team “doing their stuff.” Every month a new 
entertainment is selected, the committee. for which is ap- 
pointed one month in advance, this system working much 
better than our previous methods. Will send you more 
news of our progress next month, and wish to co-operate 
with you in every way possible. 


St. Louis Display Club Plans Buffalo Trip 

The St. Louis club of the International Association of 
Display Men held its regular monthly meeting, May 13, at 
Melsheimer’s cafe. “On to Buffalo” was the topic of the 
evening. . 

St. Louis expects to send a large and peppy bunch to 
Buffalo this year, and all members are fit and ready for 
the occasion. President Ed Lamprich expects big things 
from his club this year, and also has a campaign on to 
increase the membership. 

Final and complete arrangements for the Buffalo trip 
were made at the meeting held June 9. The officers of the 
St. Louis club are: Ed Lamprich, of Kline’s, president; 
W. Y. Reed, of Browning, King & Co., vice-president; 
George W. Foster, of Richardson Leaver Co., secretary; 
E. W. Calvin, of Werner & Werner, treasurer. 


New York Displaymen Plan Trip to Buffalo 


The New York Metropolitan Display Men’s Association, 
held its final meeting prior to the Buffalo convention on 
June 10, and made plans for the attendance of a delegation 
representing the New York club. A dinner was a feature 
of the meeting, held at the club rooms in the Hotel Breslin. 
Six new members were added to the club. 


Toledo Association of Display Men Meets 


At the monthly meeting of the Toledo Association of 
Display Men, for May, plans were made for the attendance 
of the members at the Buffalo convention of the I. A. D. M. 
Arrangements were also made for the next meeting, at 
which time, speakers will be secured to give talks on 
window display and color composition. The entertainment 
committee is planning many social affairs for the coming 
season, according to F. L. Killet, publicity. chairman, and in 
these summer affairs, the ladies of the displaymen will take 
an important part. 


Oklahoma City Display Men Hold Meeting 


At a recent meeting of the Oklahoma Display Men’s 
Association, held at Oklahoma City, L. L. Wilkins, display 
manager of the Kerr Dry Goods Company, was elected 
president. Other officers chosen were: First vice-presi- 
dent, Charles Stout, Western Bank Supply Company; sec- 
ond vice- president, Ed. H. Lisle, display manager, Gloyd- 
Halliburton Dry Goods Co.; secretary, Harry Hoile, dis- 
play manager, Rorabaugh Brown Dry Goods Co., and treas- 
urer, C. H. McMahon, display manager at Al Rosenthal’s, 
Inc. A delegation will attend the Buffalo convention, 
probably joining the special train of the Kansas Asso- 
ciation, 





NEW STORE IN IOWA ADDED TO POPULAR CHAIN 


The Miller-Wohl Co., operators of a chain of women’s 
apparel stores, has made its newest acquisition at Iowa 
City, lowa, where it purchased the Right Style Shop, oper- 
ated by Ray Slavata. Extensive alterations, includng a 
new 30-foot front with considerable window display space 
will be made at once. 
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No. 5140 Rolled Top Basket—15x22 inches, 
filled with Roses, Asparagus Ferns, etc., 


with bow, complete, $2.50 each ; per dozen, 
$25.00. 


Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 


Flowers, Plants, Vines, etc., mailed FREE - 


FOR THE ASKING. 


<—>00<——0 


Frank Netschert, Inc. 


61 Barclay Street New York, N. Y. 
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SUMMER 
WINDOW DISPLAYS 


Unique and Novel Designs in 


FLOWERS, PAPERS AND 
ACCESSORIES 


Most Serviceable Line of 


SPOTLIGHTS, REFLECTORS AND 
REVOLVING TABLES 


Send for Catalog 


We extend a cordial invitation 
to visit our exhibit at the 


I. A. D. M. CONVENTION 
Buffalo, June 23 to 26 
BOOTHS 60 and 61 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 


30 READE STREET NEW YORK 
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Pacific Coast Display Activities 


Month of roses inspires great displays in all the Coast cities 
with Barker Brothers having exceptional windows 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 


ITH the approach of the “Month of Roses” 
finery for the June bride has attracted the at- 
tention of displaymen of the Pacific Coast. 
At the J. W. Robinson Company, of Los 
Angeles, a series of windows were devoted 

to this most notable event. The bride and her attendants 
were shown in the corner window at Seventh and Grand 
Avenue. The decorative unit of the display was the altar 
arranged at one side of the window, which was banked 
with natural ferns, smilax and white lillies. Other windows 
in the series were splendid arrangements of garments for 
traveling, trousseau, lingerie, luggage suitable for the 
honeymoon as well as displays of gift suggestions for the 
bride. 

The corner window at Hamburger’s was the setting for 
Mr. Ahlroth’s bridal display. The bride, of course, wore 
a beautiful gown of white, while her four brides’ maids 
were handsomely gowned in peach chiffon, with picture 
hats to match. This same color scheme was carried out in 
the entire window and drew many admiring shoppers. 

The most elaborate series of windows was at Barker 
Brothers, in Los Angeles. A small white card in each win- 
dow, lettered in black, bore the inscription, “The June 
Bride Revue.” The first card gave the information, “From 
the Music Rodm—The Wedding March.” This was a per- 
fect music room arranged with beautifully carved period 
furniture, oriental rugs, gorgeous tapestries, and magnificent 


vases filled with flowers. The hangings were of beautifully. 


fringed gold silk. At the back of the window an alcove 
was constructed with two large Gothic pillars at each side. 
A wax figure was seated at the grand piano in the alcove. 
The card for the next window read, “In the Living Room 
the Vows are Spoken.” In the rear of this room, in an 
alcove, the altar was arranged with banks of natural ferns 
and flowers, over which was a canopy of blue velvet. The 
approach to the altar was outlined with mammoth antique 
gold candle sticks, possibly six feet high, each containing 
a beautiful white candle. At each candle stick a cluster 
of flowers was tied with a white ribbon which terminated 
at the ferns on the altar. Other furnishings of this room 
were luxurious. “The Boudoir—Filled With Dreams of the 
Coming Day” was the inscription on the next card. This 
was a beautiful picture in rose and white and gold, with just 
a touch of blue. The ceiling of the room was constructed 
of rose colored plaited silk in a sunburst effect. In the 
center were many silk roses and for the lights, strings of 
pearls and amethysts hung amid softly shaded lights. A 
large Chinese rug in gold, with a border of blue and rose 
was laid on the floor. All the other appointments were 
in keeping with the minute, perfectly arranged details. 

At the front of this window a beautifully gowned brides- 
maid, a charming wax figure, with eyes closed, was reclin- 
ing on a chaise lounge. At the back of the window, in an 
alcove; the floor of which was elevated about one step, 
stood the bride, dressed for the ceremony. She was stand- 
ing with her back to the front of the window, but her face 
was plainly visible through the mirror of the dressing 
table. Near the bride was the chest, with many handsome 
gifts of linen, china and glass, while nearby, in careless 


abandon, were the tissue paper wrappings and ribbons. 
“Where the Guests Wish Them Happiness Ever After” 
was the caption for the next display, which was the mag- 
nificent dining room, in readiness for the bridal supper. 
The next window, a most inviting and truly romantic 
“patio,” had on the white card, “Of Course Her New Home 
Has an Inviting Patio.” An interesting arrangement of 
many different articles gathered together from many lands 
was in the display of gift suggestions. The card in the 
window read, “Tokens of Beauty and Romance From Many 
Lands.” The perfect kitchen, coming next, exploited a 
white card which stated, “And Of Course Her Kitchen Was 
All Convenience.” Paul Francisco Lupo, director of dis- 
plays for Barker Brothers, can certainly be congratulated 
on this year’s offerings. 

The “Call of the Open Road” is the inspiration for many 
displays at this time. At the Emporium, in San Francisco, 
the central feature of an attractive display was the new 
Jewett coach, showing just how “comfy” it can be at night 
with the bed in the car in-readiness. By the side of the car 
was everything one could desire for a perfect picnic break- 
fast. Near the folding camp table was a wax figure, 
dressed im attractive outing togs. 

For the Parmelee-Dohrmann Co., of Los Angeles, W. J. 
Green has accomplished a splendid display with real out- 
door atmosphere. In Los Angeles there is a firm that makes 
hundreds of enlarged photographs of gigantic proportions 
for motion picture concerns, both for advertising displays 
and for use in various scenes. Mr. Green knew of this 
work, and had a window background made that was en- 
tirely photographic. The famous “Ridge Route” was chosen 
as the subject for the 7x14 feet enlargement for the back- 
ground of his display. Just in front of this background 
was placed the photographic enlargement of a car. Several 
cut-out photographic figures were used, making a group 
apparently about ready to prepare a picnic, or spread. 
With the aid of tree branches, stones, grass and other 
natural material, supplementing the photographic effects, 
a most realistic setting was accomplished. 

At Silverwood’s, in Los Angeles, an educational display, 
featuring Manhattan shirts and the “Nustyle” Manhattan 
color, has attracted much favorable attention. The display 
showed how the cloth for Manhattan shirts is made from 
the very beginning to the finished shirt. 

San Francisco is greatly proud of its latest advancement 
in retail merchandising methods, which helps to solve the 
high rental for the smaller merchant — the Elevated 
Shops Building. This new building is truly a union of forty 
stores, making a regular department store of individual 
specialty units. By combining these stores under one roof 
every purchaser visiting one shop is a possible customer 
for the others as well, and helps to build up a successful 
retail store without the expense of a ground floor location. 

The Elevated Shops Building is located at the famous 
corner of Powell and O’Farrell Streets, one of the busiest 
in San Francisco. The entrance on Powell Street leads 
into the main lobby, which is arranged to give excellent 
display space to each tenant in the building. From this 
is rapid passenger elevator service to the floors above. On 











THE DISPLAY WORLD 77 


each floor is a beautifully decorated and illuminated lobby, 
off of which are the entrances to the shops. The front of 
each shop facing the lobby is virtually all of glass, and it 
gives excellent opportunity for displaying merchandise 
and for enticing customers into attractive shops. On the 
top floor of the new building is the tea room, “The Ken- 
tucky Tavern,” which is rapidly becoming very popular 
because of the excellent Southern cooking. 





Wins Safety First Competition 


Display manager of Oklahoma store captures 
prize for an attractive display 


Harry Hoile, display manager for the Rorabaugh-Brown 
Department Store, Oklahoma City, and secretary of the Okla- 
homa Display Men’s Association, won first prize of $25 in the 
Safety First contest conducted by the Kiwanis Club of that 





city for the window display proving of most benefit and carry- 
ing the greatest appeal in the campaign. 

Mr. Hoile’s display shows a child chashing a ball into the 
street, directly before an automobile, which had stopped at a 
white line. A card bearing the title, “Safe,” and the remainder 
“Stop at all white lines,” was displayed prominently. In the 
background was a hospital scene, showing a uniformed nurse 
and small child, swathed in bandages. 





Institute Even Has a Fraternity 


Central School of Window Dressing operates 
on the same basis as a college 


The Central Institute of Window Dressing at 256 West 
Thirty-fourth Street, New York City, just opposite the Penn- 
sylvania Station, is conducted strictly on college principles. A 
Greek letter fraternity with a membership of fifty students has 
decided to apply to the International Association of Display 
Men for affiliation as a body, and the application will be made 
at the forthcoming convention in Buffalo. 


The Central Institute was founded an‘d started February 1, 
1924, by M. Roberts, for twenty years a pioneer show card 
writer in the East. Twenty-five hundred square feet of floor 
space are devoted by the Central Institute to show card writing 
and poster art. Twenty large.show windows, with spot lights 
and other equipment are provided for the students, together 
with 1,000 high-grade fixtures. A spacious stage is used for 
exhibit purposes. Competent individual instruction is provided 
under the school’s director, A. S. Felder, late of the Bond 
Institute. . fi 
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DISPLAY MEN 


who look 


AHEAD 


Some of the best known Displaymen in this 
and other countries are graduates of the Koester 
School. You, too, can fill higher salaried position 
if you are alert to take advantage of training the 
same as these men’. 















We shall be glad to send you, without charge 
or obligation, the newest “Koester School Year 
Book” showing hundreds of examples of work of 
well-known “Koester Graduates.” 


The KOESTER SCHOOL 


314 S. Franklin St., Chicago 
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These displayers can be used inside of 
stores on cases and ledges as well as in the 
windows. 

Send for a copy of our catalog illustrating 
our complete line of window display fixtures. % 


Artistic Wood Turning Works 
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529 N. Halsted Street Chicago, IIL. 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
_tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—Illustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
bet plates 


PER When orderedin BOTH 
$3. 90 cory sar eatete FOR $4. 50 


THE DISPLAY PUB. CO., CINCINNATI, O. 


Enclosed find $ TO PAY FOR I 
C) The Gordon Book. i 


























() The Gordon Book and a full year’s subscription to 
The DISPLAY WORLD. 


Name 


Address ai 








City. State 
NOTE-—If remitting by check add 10c for exchange. 
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Style Display Arcade in Store 
(Continued from page 38) 


The mezzanine floor, which is accessible by fast elevator 
service and grand stairway, is fifteen feet in width and 
extends around the entire store, upon which will be located 
complete departments for juveniles, youths and younger 
men, a barber shop, rest’ room, coats for women, sport 
apparel, formal clothing, separate trousers, custom tailor- 
ing, executive and general offices. The five upper floors 
of the building will be devoted to offices, 250 in number, 
many of which have already been leased. 

Another new and added feature is a subway parking 
space for automobiles for the public and tenants of the 
building. Selber Bros.’ stock-rooms will be located in the 
subway, as well as their shipping and receiving depart- 
ments. A dumb waiter will be used to distribute merchan- 
dise to first and mezzanine floors from the subway. 

The history of the Selber Bros.’ store dates back to 
1907, sixteen years ago. Every member of the firm is a 


young man who has grown up in the business. The per- 
sonnel is composed of Louis, Isadore, Aaron and Mandel 


Selber. In the store’s small beginning, it has kept pace 
with the growth of Shreveport, and this new move for 
better service marks the realization of Selber Bros.’ ideal 
to build an institution of city, state and national pride— 
A Store for the People. 





Human Interest in Office Display 


Old-time furniture and equipment provide 
window drawing sharp contrast 


‘T ability to tell a story effectively, carrying with it 

a good measure of human interest, is one of the most 
important phases of display work, when dealing with 
such merchandise as stationery and office fixtures. Alson 
Brubaker, secretary and display manager of Walker Bros., 
stationers, lithographers and dealers in office supplies at 
Fargo, North Dakota, has remarkable ability along this 





Old Time Office Display by Alson Brubaker 


line, as is vividly shown by the accompanying photograph 
of one of his recent displays. 

The window quickly conveys the appearance of the 
office of many years ago, and cannot help but draw the 
immediate comparison to the mind of the window shopper 
—of the office of today. The old desk, letter copy press, 
high stool, lantern, the old torch light for the politicical 
procession, and oilcloth-covered mantlepiece, together with 
the dust and cobwebs of olden day offices tell a story that 
needs but little explanation. Mr. Brubaker is credited with 
some of the most unique window displays that have been 
shown in the western states. 
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Window Display Soon Halts Sale 


Ninety refrigerators sold as result, stopping 
ten-day sale on third day 


By E. J. HAMILTON 
Display Mgr., S. F. Iszard Co., Elmira, N. Y. 


INETY refrigerators sold through a window display in 
4 three days! That was the record chalked up by the S. 
F. Iszard Co., of Elmira, N. Y., recently, and a sale that 
was to have continued ten days lasted but three, when the last 
of the ninety refrigerators were sold from the window, which 
was the clever work of E. J. Hamilton, display manager. 

The display was linked up with the newspaper advertising, 
and the interest created by the space in the newspapers was 
followed up by the attractive window. The peculiar feature 
of the sale was the fact that the cheaper refrigerators, which 
were made leaders in the special offering, did not sell as well 
as the higher priced ice boxes. 

Much of the success of the window display was due to 
the show cards, which told many clever stories. In the front 
center of the window a poem, “Mother,” was mounted in a 
silver frame. At one side was a basket of colored flowers. 
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VALANCES 





OUR SPECIALTY 


> Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
: FINDLAY, OHIO 















Bronze Signs 


Economy — Quality 
— Service 










MANUFACTURERS 


ART IN BRONZE C 






1782 East 37th St. 
¢ CLEVELAND, O. 
























Refrigerator Display by E. J. Hamilton, Elmira N. Y. 


On the top of one of the refrigerators at the Ieft side of the 
window stood a thermometer and a garbage can. A sign 
between them was captioned, “Don’t Feed Me Garbage. Get 
a Refrigerator. Save Your Food—Your Money.” At the 
side of this another card read, “One Thousand Pounds of 
Ice Given With Each Refrigerator.” At the foot, to the left 
of the window, parts of the refrigerator were displayed, to- 
gether with a card showing ten insulation methods. 

In the center of the background a large, expensive white 
refrigerator was placed. The “ice” was made of cardboard. 
All doors were open, and hidden lights played on the display 
of real ‘fruit, pies, etc., inside the ice box. Display Manager 
Hamilton reports that there was not a moment during the day, 
and most of the evening, that the window was not surrounded 
by a crowd of passersby.. The “One Dollar Down” adver- 
tising did the rest, and the ninety refrigerators were soon 
disposed of. 





WELL KNOWN FIRM DISSOLVES PARNERSHIP 


The firm of Carson & Patrick, 212 Losoya Street, San 
Antonio, Texas, one of the best known window display 
service firms in the country, has dissolved partnership, ac- 
cording to a recent announcement. The business in the 
future will be conducted by G. H. Patrick, the retiring mem- 
ber of the firm being V. L. Carson. 


Let There Be Light 


and the crowd will stop and look at your window 
display. You can depend on’ The A & W Elec- 
tric Time Switch turning on and off your lights 
at a stated time. Send for booklet. 


The A & W Electric Sign Co. 
2126 E. 19th Street Cleveland, O. 






















THE KINNEAR ARTCRAFTS | 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are giving entire satisfaction. Saves 
time locating, distributing or arts papers. 
Takes lessspacethamatray. Sent FREE trial. 
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Black Beveled Edge Cards Distinctive 


Confusion may be created in minds of amateurs by variety of 
books or articles urging elaborate or plain cards 


By J. H. HILTON 
Display Manager, Goldman-Cobacker Co., Des Moines, Iowa 


O many show card articles appear in the 
various trade journals nowadays, that it is 
difficult for the amateur card writer to de- 
termine just what he should follow. He is 

kept busy looking at the various suggestions and trying 

to determine just what course to pursue. Permit me 
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to say you can not look at enough show cards, for the 
more you see, the more ideas you obtain. This might 
be considered by many a means of confusion. But it 
is certain that by comparison you can determine what 
is best suited to your likes and ability. 

For instance, one magazine may appear with an 
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Underwear 
try a suit made bu 


Black Beveled-Edge Show Cards by J. H. Hilton, DisplayManager, Goldman-Cobacker Co., Des Moines, Iowa 
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nnouncement 


This is an unusual announcement, an announcement of interest 
to every Card Writer and Displayman in the U. S. A. Read 
every word, please, and understand that it is addressed to YOU: 


Y virtue of new connections just made, 
we are in a better and stronger position 
than ever before in our entire history, 

and will from now on, furnish absolutely the 
highest quality Brushes on the market, bar 
none. 


We went after the best—and we got it. No compromising with 

quality—price secondary— we were after brushes of merit, brushes 

that we knew would stand up and do both you and us proud. And 
we have succeeded—nuf ced! 


All we ask now is that you try out.this new vintage of Brushes—test them— 
you'll find them head and shoulders above anything you’ve ever used. Write 
today for your copy~of Catalog 11. 








Ah é 126-130 E. Third Street 
Det _. BERT L. DAIL Tlicaten 


Reg. U. S. Pat. Off. 
BRUSHES ano SUPPLIES 
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HUNT PEN CO.,CAMDEN, N.J.. U.S.A. 





turers and Distributors of Speedball Pens, Inks , Text Books. 
Ask your dealer to show you this new speedball set 
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article that urges the use of plain cards only. Then 
another journal appears with an article that declares 
strongly for the use of lots of pep and decoration in 
your cards. My advice is to try them all and see which 
set of cards will attract the most people. I enjoy noth- 
ing more than to sit down and read a good show card 
article. There is no doubt but that before I finish that 
article, I will have obtained some new idea, even if 
only by comparison. 

I enjoy my work, and therefore get good results 
from my cards. Put your whole heart and soul in your 
work and you'll begin to see yourself advance. Here 
is my suggestion for black beveled edge cardboard : 

The old saying is, “the less you put on the card, the 
better it looks.” In some ways I agree on that, and in 
some I disagree. Remember, first of all, you must 
“ATTRACT the passerby. Then the card must be more 
than attractive to keep the average person’s attention, 
so he or she will look at the display more thoroughly. 
If that attention is gained, there is a splendid chance 
for a sale. 

Getting back to the proper color to use on black 
cards: All gather up closely and listen to this! Don’t 
use plain white on black cardboard! Someone says, 
‘Why?” The principal reason, behind which all others 
fade into obscurity, is the fact that white lettering is 
POSITIVELY too cold and gloomy-looking on black 
cardboard. Someone asks, “Well, then, what should 
I use?” It is simple. Mix,yellow and white until you 
get a PALE CREAM. Then try it out on your card. 
Of course, there are a lot of young show cara writers 
who know this, but the suggestion may help some young 
fellow who doesn’t know. If you have never used pale 
cream, you will be surprised at the pleasing effect it 
will immediately provide. The black card will imme- 
diately lose the somberness apparent with plain white 
lettering, and it is then very easy to find the combina- 
tions that will follow this one particular shade. 

In the accompanying illustrations of black beveled 
edge cards I have used very little strong color. The 
shades have all been delicate, but correspond perfectly 
with my lettering of pale cream. Even the card 
“Shirts,” embellished with the use of the airbrush, con- 
tains softened shades that make the card stand out 
attractively in the window. 

If you are still not convinced, experiment a little— 
try both methods, that of using plain white on black 
cards, and then using a little color. The result of the 
test wil satisfy you, I am sure. 


Manufacturer Proves He’s Right 
(Continued from page 64) 


located in the foreign section of the city. Over 80 per cent 
of my trade is foreign speaking Italians and Poles, and 
the word economy is their first lesson and their second is 
to get the same thing for as little expenditure as possible.” 

Does not this illustrate point 3 perfectly, and prove that 
the buyer is always at hand and will buy if shown when 
and where and how? 

Points 4 and 5 are brought out very well by Mr. spaal 
J. Dunmire, Blairsville, Pa. 

“Places where we have been selling 15-cent. paper,” 
writes Mr. Dunmire, “we are now selling A. P. W. 50-cent 
rolls. Where we have introduced A. P. W. and sold one 
roll, we are now selling the carton of four rolls. Like the 
Kotex line, the women are not embarrassed when they 
come in for toilet paper.” And he adds that during the 
display his sales increased 50 per cent. 

Another winner of $200 was W. G. Kunkel proprietor of 
Kunkel’s Quality Drug Store, Carlisle, Pa. Mr. Kunkel’s 
remarks are fairly reperesentative of the feelings of drug- 
gists in general as regards displaying toilet paper. He 
wrote, “I have carried your line but a short while and it is 
the first time any toilet paper was ever in my window. 
However, I feel that with display material such as you are 
using one can do it very well..... I shall make another 
display in about three weeks.” 

“The displaying of toilet paper is contrary to some drug- 
gists’ ideas,” writes the manager of one of Klein’s drug 
stores, Wollaston, Mass., another prize winner, “but I have 
always found it brought splendid results in sales. It really 
is a fact that A. P. W. paper has taken the ten cent cus- 
tomer for toilet paper, and made a twenty or twenty-five 
cent customer out of bin, therbey doubling the amount 
of profit.” 

And the moral is, of course, that by letting these good 
dealers write our copy, the next time we send out a broad- 
side involving our five ‘points of display, it will be so 
much the stronger. 


y 





~y 
WASHINGTON DISPLAYMAN TO VISIT EUROPE 
W. C. Bowman, display ‘manager for Woodward & 
Lothrop, Washington, D. C., will sail for Europe about July 
1 for a two-month’s stay. He will study foreign ideas of 
window display and plans to buy special fabrics and ac- 
cessories for his American displays. 





HAMBURGER’S, LOS ANGELES, CHANGE NAME 

The purchase of Hamburger’s, at Los Angeles, Calif., 
by the May Company interests, has resulted in changing 
the name of the great department store to the May Com- 
pany, it was announced the first of June. 





OPEN NEW BROADCASTING STATION IN CHICAGO 

The Calumet Baking Powder Company has just opened 
a new radio broadcasting station at its plant in Chicago. 
The call letters for this firm which gives so much atten- 
tion to the subject of window display are “WLX.” 








MASTER-STROKE BRUSHE 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Il. 
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Pictorial Cards Enliven Old Subjects 


Use of light colors in creating a human interest story causes 
added interest in window displays 


By FRANK DODSON 
Display Manager, Globe Shoe & Clothing Co., Pittsburg, Kansas 


ICTORIAL cards can be made exception- 
ally attractive and inducing if made on 
black cardboard. In colors I find pale blue, 
orange, mauve gray and pale cream mighty 

effective in producing results. The average passerby 
in front of some men’s store is constantly aware that 
there are cards in the window that read, “Shirts,” 
“Hats,” “Suits,” or something of that character. The 
inscription means but little. He carries in his mind, as 
he walks on, the mere thought that it is a clothing store, 
or a men’s furnishing store. He is not attracted by 
any particular card. 

Change the idea, and put something else predomi- 
nant, and you have solved the question of getting that 


passerby to stop and take a prolonged look at the show 
card, then the display. 
In the accompanying illustration will be found three 


‘cards at the top that carry out the Pictorial idea. The 


straws were reproduced in natural colors, with a liberal 
use of pale blue and serge in the suits. I made an 
effort to put motion and effect into the pictorial subjects 
and believe I accomplished a fairly good result. In the 
lower central card the bottom was effectively set off by 
a scenic effect that added color and zest to the layout. 


The two lower cards at the right and left sides, re- 
spectively, were used in. clothing displays during the 
time attention was being given to the slogan “Dress 
Well and Succeed.” 





—s 


Some Striking Pictorial Cards on Black Backgrounds by Frank Dodson, of Pittsburg, Kansas 

















SHOW CARD 
WRITERS’ 
SUPPLIES 


NEW 1924 CATALOG 


BRISTLING WITH MODERN SIGN 

AND SHOW CARD WRITERS’ 

EQUIPMENT AWAITS YOUR 
REQUEST. ~ 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 





























What the “Passerby” 
Thinks of you 9 
or Your Store ° 

largely depends on your 


Show Cards and’ Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 











A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ‘““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Gece Ar Gah Ce. —| 


19022 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST i] 
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Collars Difficult Display Problem 


(Continued from page 48) 


chant with the goods. 

But the salesman’s work does not stop there. He is apt to 
be Johnny-on-the-spot just about the time when the merchant 
receives the shipment, to see that the window trim goes in as 
previously planned. In a good percentage of the cases, par- 
ticularly in cities where the salesman resides, he jumps in and 
makes the trim himself, or at least assists. 
window displays is at all times a live issue between the house 
and the sales force, and bulletins are frequently sent out on 
the subject to keep the salesmen primed. Perhaps an actual 
bulletin at this point would not be amiss. 


“If we are really to ‘cash in’ on our advertising ina big way, 
it is absolutely necessary that you do your full part in getting 
an efficient link-up of the merchant with our campaign. We 
have always believed, and we are confident you agree with us, 
that there is no form’ of advertising quite as productive of 
results as that which is done at the point of sale—the custo- 
mer’s store. Other mediums must be used, of course—peri- 
odicals, street cars, posting, etc. Through these mediums we 
endeavor to so familiarize the readers with the merits of our 
product that when in need of collars or shirts, they will think 
favorably of Ide. Sometimes it is possible to go so far as 
to impel the reader to immediately go to a store and ask for 
our goods. Such instances, however, represent a small per- 
centage as compared with the number who see the advertise- 
ments. For one thing, at the precise time the advertising is 
noticed the reader may not be in need of collars or shirts. 
Then, too, it must be remembered that there are scores of 
other subjects fighting for a portion of his attention. But if 
the reader is favorably impressed by the advertisement, a 
mental note is recorded’ s6mewhere in the back of his head 
for future reference. 


“Advertising in the customer’s windows and on his counter 
is not only the great ‘connecting link between interest pre- 
viously aroused and an immediate resolve to buy, but in many, 
many instances it does the entire trick—attracts attention, 
arouses interest, creates desire, and then prompts tne onlooker 


' to go right in and make the purchase. For quick, sure results 


there is nothing else that will so ably fill the bill. Constantly 
study your advertising album and bring the advertising which 
we are doing in periodicals, street cars and on the bill boards 
to the attention of every merchant on whom you call. But 
go much further than this: convince the merchant of the 
value to him of having our merchandise with our attractive 
display cards in his window, our cards prominently shown 
inside the store, and our ‘stickers’ on the outsie of the win- 
dows. Get to bea regular ‘nut’ on the subject if need be. 


"Show the merchant that all of this work means much more 


rapid turnover. 

“If you will play up this feature of your work thoroughly 
and consistently with every customer on whom you call, we 
feel safe in saying that it will mean half again as much busi- 
ness as you have been doing.” 





TRI-CITY DISPLAYMEN HOLD SPRING FESTIVAL 


Members of the Tri-City Display Men’s Association, of 
Davenport, Iowa, Rock Island and Moline, Ill., recently en- 
joyed a Spring Festival at the studio of the Blackhawk 
Art Display Co., 1220 East River Street, Davenport. 
Exhibits were presented by Harold O’Connor, of the 
Blackhawk Art Display Company, by Mr. Leamheus, 
Harned & VonMaur’s and M. R. O’Donnell, of tke J. H. C. 
Petersen’s Sons store. 
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Novelty Hosiery Display Attracts 


Ford motor is hung suspended from a single 
stocking five days without breaking 


By LOTHAR F. DITTMAR 
Display Mgr., The Union Co., Columbus, Ohio 


OTHING attracts more than a Novelty Window Display, 

and the one I am about to relate happens to be some- 
thing that was of interest to every woman, because every 
woman is interested in hosiery. In the illustration the unique- 
ness of the display is evident. 

A single stocking was used in holding a Ford motor sus- 
pended in the air for five days without the stocking breaking. 
The background of this display was set in a series of panels 
covered with black felt, and the oval in the center was covered 
with pure white silk. A black stocking and the black motor 
made a very sharp contrast against this white oval, which 
helped carry out a point so valuable in this novelty window. 

A color scheme was used in the hosiery of flesh, tan, light 





brown and dark brown, with a background of white, black 
and yellow. The flowers were yellow, and even though they 
might ‘look a trifle out of, place on the iron support holding 
the motor, they certainly did do their part in adding color 
to the window. ’ 

The most significant part of the entire setting was the fact 
it did not cost anything. It shows what co-operation can do 
when one works in harmony with local men who can be of 
assistance. The Miller-Van Horn Co., Ford agency, made 
the iron support, furnished the motor, and took care of the 
transportation of the same. The entire display was built 
around simplicity, and this helped make it a wonderfully satis- 
factory selling idea, which anyone can duplicate, regardless 
cf the size of your store. 





PUBLIC UTILITY WEEK DISPLAYS UNIQUE 


Mattoon, IIll., recently celebrated Public Utility Week, 
in which all stores installed window displays of goods ac- 
tually manufactured in Mattoon through the aid of elec- 
trical power generated in the local power houses. These 
included: Packing house products, lard, meats and sau- 
sage, butter, ice cream, bread, flour, meal, cereals, food- 
stuffs, soda waters, brooms, brushes, trellises, planing mill 
products, shoes, garments, blank books, newspapers, electric 
signs and other articles. The displays proved unique and 
attractive. 2 
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Just Off the Press 


a brand new illustrated circular—show- 
ing a number of distinctive creations in 
matboard cut-out frames, made for 


changeable panels. 


The designs are original and beauti- 
ful in color effect. They will give a 
touch of refinement and sales-pulling 


power to your showcards. 


Write for a free copy. 


Meet NAT-MAT, Booth 42 
Buffalo Convention 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue 





Chicago, IIl. 
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SPECIAL BRUSH OUTFIT NO. 10 
FOR SIGN PAINTERS 
We have sold hundreds of these outfits, which are 
sold at a popular price to introduce our line of letter- 
ing brushes. 
No. 10 OUTFIT CONSISTS OF 
Nos. 1 to 8. C. H. Japanners’ Pencils. 
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LTT SR ec le FE ie EOS NS: $1.21 
No. 10. | Ex. Large C. H. Japanners’ 

WetnGie.” Vain) 4k se $ 40 | 

ly, %, %, % and l-inch Flat C. H. | 

RMOteRets: - WOO oe $1.05 | 
%, % WH-inch. C. H. Perfect One 
SRIOMG ss  VEINO ici iiencad! $0.85 
4, %, Y-inch Flat Ox Hair. Value_$1.38 
Metal Telescope Brush Case. 
WN es ee ee $ .50 
$5.39 


One customer writes: 

“No. 10 Special Outfit Brushes re- 
ceived and are highly satisfactory. I 
do not believe they could be dupli- 
cated in this city for $10.00.”— 

Morton Smith. 


This No. 10 Outfit Sent 

: Postpaid for $4.00 

Try this—You will not be disappointed. 
Money Back if Not Satisfactory. 


Ask for Complete Catalog No. 40. 
96 Pages—lIllustrated—Full of Painters’ Wants. 


GEO. E. WATSON CO. 
“The Paint People” 
62 W. LAKE STREET CHICAGO, ILL. 
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To Make Your Own Show Cards 


Use Coit’s Ball Bearing Lettering Pens 
for all Styles of Lettering 


Use in Place of a Brush—Get Better Results 


10 FEATURES OF COITS PENS 


. Designed especially for quick work 

. Ball-bearing pens are dipped—not ‘filled, like other 
pens. 

. Made of sheet brass—cannot rust or corrode. 

. Soldered solid with holder—preserves neatness. 

. Equipped with corrugated retainer which holds 
enough ink for complete line or letter. 

. Scientifically constructed and fixed permanently to 
correct lettering angle. 

. Furnished in four sizes for universal use. 

io round ball-bearing insures constant even flow 
o ink 

. Writes a clear-cut, sharp line or letter, with no 
smudging or. raggedness. 

10. Saves your time, ink and money. 


0 ON KD MAW NHK 


COMPLETE SET, four pens, ZZ: OE) Oe. Se” acacia 
Single Pens or Special, te”, 40c ea.; 4%”, 3%”, 1”, 50c ea. 


At your local stationers or artist material anlar. 


if not carried by them. 


THE BRIDGEPORT PEN COMPANY 
BRIDGEPORT, CONN., U. S. A. 








Mail Bibs filled 


















































COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 





























1 No. 12 Pure Sable Rigger $ .90 
1 No. 8 Pure Sable Rigger 50 
1 No. 6 Pure Sable Rigger 35 
2 2-Ounce Water Color (Red & Black)-----.. 530 
1 Razkut Card Cutter 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE. $2.50 

PEN OUTFIT FOR $1.00 

1 Set Speedball Pens $ 50 
1 2-Ounce Speedball Ink 25 
1 Speedball Instruction Book Sele 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens__..----_------ .20 

TOTAL VALUE. $1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


OArthur CF. dioerauf @Co. 
525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 
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Woman Manufactures Wax Figures 


Models of many of the figures from her 
daughter, an expert ballet dancer 


By DAVE E. ANDERSON 
Special Correspondent, The DISPLAY WORLD 


OUGED, powdered,: gowned in the very latest 
fashion and receiving the daily admiration of 
thousands—what more could a_ beautiful 
woman desire? Nothing but the spark of 
life, for the beautiful creature is merely a 

wax figure and her gown the latest creation in feminine 

style, and her reception room is the show window of a 

down-town shop where thousands pause daily to inspect, 

get “pointers” and comment on the life-like appearance of 
the model. 

To Mrs. O. H. Stubergh, of San Francisco, belongs the 
distinction of being the only woman in the United States 
to own a wax figure factory. Nor is it necessary for Mrs. 
Stubergh to have a sales force working for her. Her work 
itself is her best recommendation, and unsolicited orders 








Mrs. Stubergh Finishing Wax Figure Model 


follow in the wake of comments of satisfied customers. 
Honolulu and other islands of the sea come to Mrs. Stu- 
bergh for their figures upon which to display their wares. 


Father mother and brother of Mrs. Stubergh are actively 
engaged in the wax figure business in New York City, but 
Mrs. Stubergh is the owner and manager of the San Fran- 
cisco factory, which was originally opened as a branch of 
the New York organization. Under Mrs. Stubergh’s deft 
fingers the commercial display figures lose their stony stare 
and the bodies take on a resemblance of the human shape, 
for it is upon the human body that they are actually modeled 
in plaster before being reproduced in the wax. 

Mrs. Stubergh models many of her figures from her very 
charming young daughter, Katherine. Miss Katherine 
makes an excellent model for wax figures, as she possesses 








the 

She 
Kos 
mac 


her 
aa 
plas 


togt 
way 
Wit 
line 
and 
hail 
Jon: 
wer 
teet 
ser 
cat 
mat 


in ¢ 
An 
eve 
son 


sta! 
Ace 


sor 
nev 
of 

cre 
ple 


des 
ser 
rat 


sol 
tat 
to 

col 


EI 


on 
ne 


spi 
fe 
th 








the graceful, shapely formed figure of the trained dancer. 
She is a pupil of that famous instructor of Russian dances, 
Kosloff, and as a member of his Russian ballet she has 
made many appearances on the Orpheum vaudeville stage. 

Mrs. Stubergh’s latest accomplishment is a model of 
her daughter posed as the dancer. She began by making 
a plastic impression of the human figure, and when the 
plaster-of-paris covering dried it was peeled off in perhaps 
a hundred fragments. These pieces were carefully formed 
together again, and into this mould was poured hot melted 
wax, and when it cooled the outer mould was removed. 
With a delicate sculptor’s tool Mrs. Stubergh carved sharper 
lines in the nose, curved the lips, fashioned the eye socket 
and gave a touch to the chin. With a fine needle the human 
hair was next “impaled” on the wax head with the speed of 
jong experience, a hair at a time. The brown glass eyes 
were next screwed into the sockets, the teeth—real dental 
teeth—placed and’ the eyelashes of fine camel’s hair in- 
serted; then the make-up was put on. The figure was deli- 
cately rouged and finally her-hair was dressed in the same 
manner as Miss Katherine’s. 

All this goes to improve Mrs. Stubergh’s superior skill 
in creating the most nearly perfect and life-like wax figures. 
Another remarkable feature of her work is the fact that 
every wax figure that leaves the factory is not only per- 
sonally refinished and retouched by Mrs. Stubergh, but 
must pass her most exacting inspection in every detail. 





New Firm in Decorative Field 


Ace Art Flower Company of Chicago made 
up of men long in the industry 


A new firm to serve the displaymen of America has 
started off successfully in Chicago under the name of the 
Ace Art Flower Company, with plant and offices at 1808 
West Grand Avenue. The men who compose the per- 
sonnel of the Ace Art Flower Company are by no means 
new in this field of endeavor. Each one has had worlds 
of experience in every branch-of the business, from the 
creation of the original idea right down through its com- 
pletion. ‘ 

Mr. Goldberg, the president, has spent a lifetime in the 
designing and producing of flower novelties of every de- 
scription, and supplying them to some of the largest deco- 
rative supply houses of the country. 

Messrs. Leon Biedermann, Hermann Mende and Gilbert 
A. Larson, until recently, were associated with L. Baumann 
& Company, and left that firm to join the new organization. 
The company will manufacture, create and design all its 
own products. All goods will be sold direct from the manu- 
facturer to the displaymen. 

The new company has its fall line ready and promises 
some exceptionally attractive values in decoratives. Invi- 
tations are extended all displaymen and persons interested 
to visit the new factory, where the process of die citting, 
coloring and making the flower itself will be demonstrated. 





ELEGANT NEW STORE IS OPENED AT CLEVELAND 


The new store building of Oppenheim, Collins & Co., 
on upper Euclid Avenue, Cleveland, has been opened. The 
new store is considered one of the finest retail establish- 
ments in Cleveland and occupies 75,000 square feet of floor 
space. The former location contained only 45,000 square 
feet of floor space. Many departments have been added to 
the new store. 
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J64 - 670 West Washington Boulevard 
CHICAGO = ——V__ ILLINOIS 























Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETEME. 













Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE., CHICAGO, ILL. 
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2 Artistic Display Cards and Backgrounds 
Hand work. Beautifully mottled in all colors and shades, real 
cloud board and other designs. A New Art, distinctly differ- 
ent. For Show Card work and Backgrounds it has no equal. 
Send for Free Samples and Prices. 




















ALBERT N. RING, Filer, Idaho 
STENCIL SILK 

USED IN MAKING 
SIGNS, PENNANTS, 

SHOW CARDS 


ALL NUMBERS IN STOCK 
No 
iO) -) 5. 2 ee oe oe -.  e e.  O O P 


26 N. FRONT ST. PHILADELPHIA 











Want Ads Get Results for You! 
Only $1.50 per Inch 
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Sales Value in Contest Displays 
(Continued from page 26) 


son & Robinson, Norwich, N. Y.; second prize, $10, The San- 
ner Hardware Co., Inc., Shamokin, Pa.; third prize, $5, Joseph 
Wallace Hardware Co., Stroudsburg, Pa. 

Atlanta District—First prize, $25, Balfour Hardware Co., 
Savannah, Ga.; second prize, $10, Lee Hardware Co., Sanford, 
N. C.; third prize, $5, Darby & King Hardware Co. Florence, 
Alabama. 

San Francisco District—First prize, $25, Dresslar Hard- 
ware Co., Los Angeles, Cal.; second prize, $10, Emigh-Win- 
chell Hardware Co., Sacramento, Cal.; third prize, $5, C. G. 
Schrimpf, Spokane, Wash. 

Kansas City District—First prize, $25, J. A. Mahoney, Inc., 
Deming, N. M.; second prize, $10, Kemp-Hibler Hardware 
Co., Eldorado Springs, Mo.; third prize, $5, W. H. Bray 
Hardware Co., Kansas City, Mo. 

Sioux City District—First prize, $25, Goodyear & Wine- 
garden, Pocahontas, Ia.; second prize, $10, Harvie B. Twam- 
ley, Stickney, S. D.; third prize, $5, C. K. Lawson Hardware 
Co., Hastings, Neb. 

* Chicago District—First prize, $25, Senger & Heller, Port- 
age, Wis.; second prize, $10, Indianola Hardware Co., In- 
dianola, Ia.; third prize, $5, Chas. B. Astle & Son, Momence, 
Illinois. 

Springfield District—First prize, $25, Field & Lawrence, 
Bellows Falls, Vt.; second prize, $10, Irving Van Voris, Coble- 
skill, N. Y.; third prize, $5, S. A. Griswold Co., Branford, 
Conn. 

Toledo District—First prize, $25, Charles A. Sturmer, Port 
Huron, Mich.; second prize, $10, McMaster Hardware Co., 
ere! O.3 third prize, $5, W. F. Tuttle Hardware Co., 
Sorinefield, O. 
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Phoenix Hosiery Contest Exceptional 


Carl W. Ahlroth, display manager of Hamburger’s, Los 
Angeles, won first prize in the Phoenix Hosiery contest 
for cities of 50,000 population and ‘over. Theodore 
Schloerb, display manager of the Henderson Hoyt Co., 
Oshkosh, Wis., won the first prize in cities of 25,000 to 
50,000 population; L. M. Van Coutren, display manager o{ 
Sonnenberg’s, Hannibal, Mo., first prize in cities of 10,000 
to 25,000 and O. J. Gray, display manager for J. Hepburn 
Walker, Mendota, IIl., first prize in cities of 10,000 and 
under. The contest was one of the most remarkable held re- 


cently and complete list of prize winners will appear in 
the July issue of The DISPLAY WORLD. 


Suggestions for Displays Win Prizes 


The winner of the $50 prize for the best suggestion on 
Curity Sealtyte counter or window displays for Curity 
Cheesecloth, conducted by the Lewis Mfg. Co., of Walpole, 
Mass., was H. R. Hill, assistant manager of the Domestic 
department, The Emporium, San Francisco, Calif. Honorable 
mention and prizes of $10 were awarded to: Rudolph L. 
Couillard, R. H. Stearns Co., Boston, Mass.; A. M. Netzer, 
E. M. Scarbrough & Sons, Austin, Texas; G. R. Groff, Groff’s 
Variety Store, Grand Junction, Iowa; Henry Ayres, Hunt Dry 
Goods Co., Fort Smith, Ark.; George M. Rau, F. A. Rau Co., 
Utica, Nebr.; Thos. F. Liebreich, Sanger Bros., Fort Worth, 
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Winchester Display of Warren County Hardware Co., Bowling Green, Ky., First Prize Winner 
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Texas; L. R. Slanker, Day-Jones Dry Goods Co., Pueblo, 
Colo.; P. L. Watkins, Miller & Paine, Lincoln, Nebr. 


Contest Just Closed by Paint Company 


The U. S. Gutta Percha Paint Co., 34 Dudley Street, Prov- 
idence, R. I.. has just closed its contest for window displays 
of “Barreled Sunlight,” one of its products. Fourteen prizes, 
in all amounting to $300, are to be awarded. Each photograph 
was accompanied by a 250-word statement on “The best way 
to sell Barreled Sunlight.” 


Western Electric Co. to Make Awards 


The Western Electric Company, Inc., 195 Broadway, New 
York City, has just closed a contest for window displays 
among its dealers, and the judges are busied looking over the 
photographs and will soon announce the awards. 


Window Contest on Baby Carriages 


The Heywood-Wakefield Company, Boston, Mass., will 
soon bring to a close a most interesting contest, largely par- 
ticipated in by furniture and department stores for window 
displays of baby carriages. 


Camp Furniture Contest is Interesting 


Outdoor Comfort Week, June 28 to July 5, is to be ob- 
served by furniture and department stores throughout the 
country with unusual displays. The Gold Medal Camp Furni- 
ture Mfg. Company, of Racine, Wis., is offering $250 in twenty 
cash prizes. the first award being $75 for displays of its 
furniture during that week. The contest will close July 19 
and awards announced about August Ist. 


Nemo Week Window Contest Record One 


The anniversary of Nemo Week. throughout the country 
was celebrated by a window display contest conducted by 
Kops Brothers, Inc., New York City, manufacturers of Nemo 
Corsets. According to Frank Jepson, sales promotion man- 
ager of the company, the event was a notable one, as 700 
simultaneous window displays were_secured throughout the 
- country, which comes near being a record. The contest offi- 
cially closed June 10th, and judges are now at work on the 
awards. Some of the photographs, it is said, are really start- 
ling in the originality and ingenuity shown in their prepara- 
tion, and some of the best ideas have emanated from the 
smaller cities, Mr. Jepson says. 


Keds Dealers are Interested in Contest 


Ejghteen cash prizes, totaling more than $800, will be dis- 
trubuted to Keds dealers who entered the 1924 window display 
and local newspaper advertising contests of the United States 
Rubber Company, of New York, for those who sell Keds, the 
sport shoes manufactured by this company. Prizes in both the 
window display and newspaper advertising contests are the 
same, and consist of, first, $200; second. $100; third, $50, and 
six prizes of $10 each. The contest will close for window dis- 
plays on July 15, and for the newspaper advertising August 15. 
A similar contest last year was very successful. 


Wholesale Grocery Contest is a Success 


The Keystone Wholesale Grocery Co., Inc., of Reading, 
Pa., conducted a window display contest that, acording to the 
report of Charles W. Miller, manager of the company, re- 
sulted in increased business for all the contestants. First 
prize was awarded J. O. Krum, Moss and Perry Sts., Read- 
ing, Pa. Other prize winners, all of Reading, were: Second, 
W. C. K. Fisher, 250 S. Ninth Street; third, Geo. W. Leiss & 
Co.. Eighth and Penn Streets; fourth, Potteiger & Kern, 
Eighth and Greenwich Streets, and fifth, J. F. Lindenmuth, 
1000 N. Eighth Street. 
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23 DISTINCTIVE: MAGNIFICENT-COLORS 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS: 
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HURLOCK BROS.COMPANYine. 
3436-38 MARKET STREET 








PHILADELPHIA 








Complete Report 
of the 


I, A.D.M. 


Buffalo Convention 


will appear in the 


The DISPLAY WORLD’S 
JULY ISSUE 


---Out July 15th 
WATCH FOR IT! 
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New and Novel Creations of Manufacturers 


Year brings forth many unusual fixtures, decoratives, lighting 
effects and other beneficial devices for displayman 





HE rapid strides made by the display field the 
present year have caused manufacturers to 
introduce more new creations than shown 
the profession in any previous year of dis- 
play history. Some of the latest ideas will 

prove to be the greatest time-savers ever invented for dis- 

play work, while others will almost revolutionize the plac- 
ing of displays in windows difficult to trim. Many other 
new introductions will appear at the I. A. D. M. convention 
exhibit this month. Owing to the limited space, The DIS- 

PLAY WORLD is unable to publish ail the new designs 

submitted in this issue, but further articles along this line 


will appear in forthcoming issues. 
¥ a ee 





J. B. Timberlake & Sons 

‘ Jackson, Mich. 
An infants’ figure stand, introduced 
by J. B. Timberlake & Sons, Jackson, 
C3 Mich., is a prdctical and useful piece of 
display equipment for supporting in- 
fants’ figures. The heavy brass covered 
base, seven inches in diameter, makes 
a firm stand for this work. The rod 
| to which the arms are attached tele- 
scopes into the stand, permitting an 
adjustment from 22 to 35 inches. An 
additional four inch adjustment can be 
‘ secured from the sliding arms without 
adjusting the main rod. The fixture 
is finished in nickel, gun metal, oxidized 


or statuary bronze, as desired. 
* * * 











Art In Bronze Company, Cleveland, Ohio 

Bronze window or exterior signs compel and hold at- 
tention and convey an atmosphere of permanence, solidity 
and quality for all business houses using them. The Art 
In Bronze Co., 1501 Columbus Road, Cleveland, Ohio, have 
been introducing some exceptionally clever signs along this 
line. These are practically indestructible and with very 
little care, actually improve with age. Contrary to gen- 
eral belief the cost is not high when the prestige gained 
and the “life” of the sign are taken into consideration. 





The company assists the buyer in selecting signs best suited 
to their requirements. The signs are made of genuine 
U. S. Government Standard Bronze, which is an alloy 
composed of 90 per cent copper; 3 per cent tin and 7 per 


cent zinc, one of the mos* beautiful metals known to science. . 


vg oe 


Curtis Lighting, Inc., Chicago, III. 
A new introduction, known as No. 88 X-Ray Hippo, has 
just been announced by Curtis Lighting, Inc., 1119 West 


Jackson Boulevard, Chicago. This is a larger size X-Ray 
Window Floodlight, pro- 
ducing double lighting ef- 
fect with great intensity. 
The center spotbeam has a 
50,000 candle power inten- 
sity. The unit requires 
only one 500-watt Mazda 
“C” lamp and can _ be 
mounted in practically any 
location. If it is mounted 
on a portable stand, it has the catalog number 808. This 


new feature is especially well-adapted to larger windows. 
x ok OX 





Segall & Sons, Philadelphia, Pa., 
A new hosiery display fixture that has become im- 
mediately popular has been introduced by Segall & Sons, 
933 Arch Street, Philadelphia. It is of Colonial design, 





30 inches in height overall. The semi-circle top is of 
square brass tubing, finished in statuary bronze, the semi- 
circle wood slab being eighteen inches long and six inches 
wide. The slab is: fitted with a draping device underneath 
permitting an additional display of hosiery resting on the 
window floor. 
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Bert L. Daily, Dayton, Ohio 


A new brush compass and 
guage has been introduced by 
Bert L. Daily, dealer in brushes 
and supplies for card writers 
and displaymen, at Dayton, 
Ohio. The new guage is de- 
signed for drawing circles of 
signed for drawing circles or 
pen. Circles and lines of any 
width can be made with this 
practical compass and guage. 
Card writers and displaymen 
have long wanted a device of 
this kind. and it will not only 
be a great time-saver, but a 
practical instrument for effi- 
cient work. 





* * * 


Retlaw Visualizations, New York City 


Walter A. Koch, proprietor of Retlaw Visualizations, 
Metropolitan Tower, New York City, has recently created 
a novel window device for displaying four-in-hand neck- 
wear that is quite a sensation. The fixture is set upon a 
machine, which revolves, and permits a constantly chang- 
ing display of neckties, while the lower portion of the 
fixture is pictorial and pleasing to the eye. The novelty 
was produced first for the Keystone Knitting Co., Phila- 


delphia, for the displays of “Four-in-Knit” Cravats. 
* k * 


‘ 


Rosco Laboratories, Brooklyn, New York 
The Rosco Laboratories, 131 East Third Place, Brooklyn, 
N. Y., are now making colored gelatine sheets 18x21 inches, 
from which the merchant or displayman may cut his own 
color screens for show window spotlights and reflectors. 


They come in twelve colors. 
* * * 


D. W. Woodruff & Co., San Francisco, Cal. 


A combination shoe and 
hosiery stand which will be 
found exceptionally valuable 
in arranging unit displays. 
has been introduced by D. W. 
Woodruff & Co., 860 Howard 
Street, San Francisco, Cal. 
This new design, which is 
known as “The Californian,” 
is decidedly Spanish, reminis- 
cent of the early days of Cal- 
ifornia, and is carried out in 
many novel pieces, as shoe 
stands, shoe and hosiery 
stands, tables, jewelry dis- 
players, spot light cases, etc. 
The set was made up in 
American Black Walnut and 
; finished in a lustrous natural 

finish and stripped in rich, 
soft Spanish colors, blending 
harmoniously with the high- 








class of merchandise dis- 
played thereon. 
xk oe * 


Frederick A. Bohling, New York City 


A color attachment to meet the requirements of colored 
lighting in the show window has been developed and in- 


troduced by Freder- 
ick A. Bohling, 502 
West 44th Street, 
New York City. 
Color effects may be 
obtained in the new 
DeLuxe Model by 
inserting different 
colored gelatines, to 
suit the display. 
These sheets of gela- 
tine may be inserted 
the same as you 
would put a loose 
leaf in your ledger. 
It is not necessary to 
remove the color at- 
tachment from the 
shade. The design 
promises to be pop- 
ular. 





* * 


Paasche Air Brush Co., Chicago, IIl. 


Many a serviceable fixture is thrown away, when a 
few minutes time spent in giving it a coat of varnish or 
a spray of bronze will save it. For the purpose of giving 
displaymen such an aid, the Paasche Air Brush Co., 1909-23 








Diversey Parkway, Chicago, has introduced the Paasche L 
type sprayer. It differs from most any other air brush 
or sprayer. It can be purchased with one-quarter or one- 
half pint, or quart cups, and by ordering extra sized cups, 
it can be adapted to small or large work, thus filling the 
gap between the air brush for signs and show cards 
and the big gun or air brush, which displaymen, as a rule, 
have little use for. It can be operated from an air com- 
pressor or liquid carbonic gas outfit. 
* *x * 


The Tork Company, New York City 


A new introduction by The Tork Company, 8 West 40th 
Street, New York City, is announced as a No. 10 Time 
Motor, which is a standard interchangeable clock move- 
ment fitting all sizes of Tork clocks, 
used for turning window lights and 
electric signs on and off regularly. 
The No. 10 Time Motor does away 
with all delays in overhauling Tork 
clocks from year to year, as with the 
aid of this interchangeable feature, the 
Tork Company maintains a factory 
service at a very low cost to the user. 
A new time motor may be substituted 
for the one to be overhauled by loosening 
without touching the electrical connections. 

* * * 
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Hugh Lyons & Company, Lansing, Mich. 
Another new period design of exceptional attractive- 


ness has been added to the line of display fixtures produced 
by Hugh Lyons & Company, Lansing, Mich. It is known 
as the Italian Renaissance (Tuscany) design; adapted from 





the designs which appeared in Italy during the latter part 
of the sixteenth century. 

The introduction is especially attractive since it is plain 
and elegantly enhanced by the turned standard, which 
carries the spirit of the Period Design. 


* * * 


Pittsburgh Reflector & Illuminating Co., Pittsburgh, Pa. 


The Pittsburgh Windo-Spot supplements standard show 
window lighting with a handy way of high-lighting those 
parts of the display which 
should be brought out more 
strongly. It throws a flood 
of dim white light, or colored 
if Color-Lite is used, with a 
strong center spot. Type C, 
200-watt lamp must be used, 
the Windo-Spot being equipped 
with a Pittsburgh Reflector of 
glass, double plated with pure 
silver, the silver being protected 
by a thin sheet of copper, fin- 





ished in green enamel baked on at a high temperature. 
The Windo-Spot can be used either fixed to the wall, floor 
or ceiling or as a portable lighting fixture. The new in- 
troduction has just been announced by the Pittsburgh Re- 
flector & Illuminatng Co., 403 Bowman Building, Pitts- 
burgh, Pa. . 
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Ornamental Products Co., Detroit, Mich. 


Display managers have found that Lignine (wood) cary- 
ings add to their efficiency by enabling them to create 
backgrounds, screens, pedestals, plateaux and fixtures in 
general, out of the ordinary. If Lignine (wood) carvings 





are used on other than permanent backgrounds, they can 
be fastened with brads. They can be removed and be 
used over and over again, and will last for years. - The 
Ornamental Products Co., Detroit, Mich., has an excep- 
tional line of new introductions and will show them at 


the Buffalo convention of the I. A. D. M. 
oe ae 


S. M. Hexter & Co., Cleveland, Ohio 


The use of Sol Satine by the leading displaymen of the 
big metropoliton stores of the country, proves it is con- 
conducive to proper displays of merchandise. This fabric 
has all the wonderful sheen and lustre of satin and is well 
within the price limitations’ set for displaymen of the 
most moderate store. A color range of thirty-six beautiful 
shades of Sol ‘Satine has been perfected by S. M. Hexter 
& Co:, Cleveland, Ohio. 


* * * 
Onli-Wa Fixture Company, Dayton, Ohio 


President J. H. DeWeese, of the Onli-Wa Fixture Co., 
Dayton, Ohio, has just announced a new Daytonian design 





of fixtures for shoe and other accessories, and reports 
that it is meeting with instant favor amongst displaymen 
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throughout the country. It will be exhibited a the I. A. 
D. M. convention in Buffalo, and promises to attract much 
attention. The Daytonian design is attractive for dis- 


playing special merchandise, such as shoes and ladies’ wear. 
* * * 


Frankel Display Fixture Co. 
New York City 


On May 29th, the Frankel Dis- 
play Fixture Co., 177-179 Hudson 
Street, New York City, was 
given an injunction in the United 
States District Court for the 
Southern District of New York, 
against David Sobel’s Sons, 145 
Grand Street, New York, re- 
straining the latter from manu- 
facturing, or selling the form 
base herewith illustrated. The 
Frankel Display Fixture Co., 
claimed priority of right and pat- 
ents on this base, and evidently 
the claim is upheld by the deci- 
sion of the U. S. District Court. 
The ornamental base is excep- 
tionally attractive and is one of 
the striking features of the ex- 
ceptional line of display fixtures 
introduced this. year by the 
Frankel company, and which 
will be shown at the I. A. D. M. 
convention. 

The Frankel company has 
also gone into the period fixture 
field’ extensively and has intro- 
duced complete sets of period 
fixtures for practically any line 
of business. These are supplied 
in all standard wood finishes or 
combination of finishes and lend 
themselves effectively to displays 
of merchandise, particularly the 
smaller articles. 

The base illustrated herewith 
is exceptionally attractive in 
polychrome or bronze finishes, 
and will fit in nicely with prac- 
tically all the more elaborate 





displays where forms are used. 


* * * 
Detroit School of Lettering, Detroit, Mich. 


Large department stores, general stores, novelty houses 
and show card writers in general will be extremely inter- 
ested in learning that with the use of Strong’s Simplified 
Press Paint Process Outfit they can turn out signs and 
designs of any description, in any quantity, on any sur- 
face. The outfit has proven a sensation among the sign 
trade and in the ‘display field, as hand work is reproduced 
with the speed and .accuracy of the printing press. The 
outfit duplicates any size and prints on wood, metal, sign 
cloth, oil cloth, poster paper, cardboard, matboard, or glass 
in one or more colors, and is produced and sold by the 


Detroit School of Lettering, Detroit, Mich. 
* * * 


Papier Mache Proves Ideal for Display Purposes 
Herewith is shown one of the new numbers in the 
Spring line of the Old King Cole Papier Mache Co., Can- 
ton, Ohio. In an interview R. MacKenzie, general man- 


ager of this company, pointed out the advantages of papier 
mache products for display purposes. 

“In the first place, papier mache is inexpensive and 
thus can be discarded as often as new displays are desired 
without being extravagant. Papier mache is very light 
in weight, life size elephants being made that weigh about 
50: pounds and bluebirds that << ' 
weigh but several ounces. The Pa ae eg 
lightness of weight is one of 
greatest advantage. It permits | 
easy moving, easy hanging and 
easy storing. 

“It is as nearly realistic as is 
humanly possible. Some won- 
derfully unique designs have been 
produced in recent years and this 
is another big factor in the popu- 
larity of papier mache today. It 
is durable, despite its light weight 
owing to the manner of con- 
struction and will last indefin- 
itely. A department store at 
Canton, Ohio, has used for more 
than ten years a large figure of 
Santa Claus in a sleigh with 
several reindeers, which display 
has been set out in the harsh 
winter weather for the entire month of December. The 
original display is still in use. If it lasts this long outdoors, 
it is safe to assume that it will last ten times as long if given 
reasonable protection. 

“When you take into consideration all of these points 
and then realize the low cost of papier mache products, 
you will know why papier mache is ideal for display use.” 


RR 





OK * * 
Kinnear Artcrafts, New York City 


A novel draping stand that lends itself to varied use has 
been introduced from the studios of The Kinnear Artcrafts, 
19 East 15th Street, New York City. It is five feet in 
heighth and eighteen inches across the base. The disc is 
twenty-three inches in diameter and hand painted in five 
colors. It is adjustable to any angle. The disc can be 
removed and used for a plaque, by using a silk rope cord 
attached to the knobs protruding from the sides. 





Using Kinnear Artcrafts Draping Stand in Display, 
A. I. Namm’s Store, Brooklyn, N. Y. 


Extra discs can be furnished with different designs, and 
easily attached to the stands. Being painted in oil colors, 
they are easily washed with water when they become 
soiled from usage. 
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16 PRACTICAL 
LAYOUTS FOR 
SHOW CARDS 

EVERY MONTH 


No card writer’s studio is quite complete 
without a monthly visit of SIGNS OF THE 
TIMES, the big national authority on show 
card advertising. 


One feature alone in SIGNS OF THE 
TIMES every month shows sixteen original 
business-bringing layouts for show cards, 
together with descriptive matter for color 
scheme, etc. 


Authoritative articles by leading show card 
writers are published each issue, together with 
the news of the industry, showing latest stunts 
in lettercraft. 


It covers the business side of the craft too, 
aids in making a better living for the man who 
lives by the brush and the pen. 


It shows better ways of using show cards. 


Three big national show card contests are 
being conducted this year. There is a Stu- 
dent’s Class, a Store Card Writers’ Class and 
a Studio Contest. 


Subscribe today and get the benefit of this 
big journal of authority in Show Card Adver- 
tising. " 


SIGNS OF THE TIMES 


Headquarters for Show Card Information 


CINCINNATI, OHIO 














De gee ea 


1924 





Send me SIGNS OF THE TIMES for one year 
for which $3.00 is enclosed. 


Name ... 








Street .......... 
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Gorgeous Displays For Festival 


Department store marks an epoch in its 
achievements by interior decorations 


N unusually attractive “May Festival” was 
conducted by Efird’s Department Store, 
Charlotte, North Carolina, from May 14 
to 17, and in addition to elaborate display 
decorations the windows featured exceptional offerings 
in the way of appealing displays for the public. R. K. 
Henry, display manager for Efird’s, created displays 





One of R.K.Henry’s Festival Displays, Charlotte, N.C. 


that were in keeping with the high standard set this 
year by the larger cities of the country. The news- 
papers of the city gave special recognition to his artistic 
efforts. 


The interior of the store was decorated attractively 
with May flowers and plants. Without using an over- 
abundance of decoratives, Mr. Henry succeeded in con- 





Interior of Efird Store, Charlotte, During Festival 


verting the store into a most delightful atmosphere. 
Special days were set aside during the week for dis- 
tinctive features. Thursday was “Fashion Day,” and 
antique costumes, comparing with the latest apparel of 
the June bride, were exhibited by living models. Fri- 
day’s. program was dedicated to “Society Day,” with a 
presentation of lingerie on living models during the 
afternoon on the fifth floor of the store. Saturday was 
set aside as ‘““Men’s Day.” 
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P Or ; Opportunigy Sxchange © 


Yleen Wanted Positions Wanted Gor Sale W) anted to Buy 











COMBINATION MAN 
WANTED 
An experienced window trim- 
mer and card writer wanted for 
department store. Give refer- 
ences, salary expected and all 
details in first letter. Position 
open immediately. Address 


WOLF WILE CO. 
Lexington, Kentucky 








FOR SALE—Walters’ Fit-rite and Sta= 
on—patented window Sock or Shoe cover 
for displaymen. Fits over any shoe, made 
of heavy fleece-lined cotton Jersey cloth. 
An elastic band is taped and sewed in 
the top, so they fit tightly and snugly. 
75c pair, $4 half doz., $8 per doz., post- 
paid. Nickel plated vest pocket hammer, 
patented,~85c each, postpaid. J. M. Wal- 
ters, Mfr., 220 South Benton Way, Los 
Angeles, Calif. 


FOR SALE 


Beautiful series of Bridal 
Display, also nine complete 
windows of imitation caen 
stone background, average 
twenty feet long, nine feet 
high in’center. Suitable set- 
tings. Description and 
prices on request. Will be 
at convention. Write to E. 
R. Dean, Display Manager, 
The Dayton Co., Minne- 


apolis, Minn. 


SALESMEN WANTED—We have open- 
ings for a few men to sell our line of 
Window Display Fixtures, consisting of 
Period Wood Fixtures, Metal Stands, 
Enamel Forms and Wax Figures. We are 
manufacturers and our goods have been 
advertised extensively for years. A wide 
range of qualities and prices enables our 
men to sell to the high grade store, the 
average shop and the small retailer as 
well. Liberal commission. Address Box 
125, 151 5th Avenue, New York, care of 
DISPLAY WORLD, 




















POSITION WANTED 
as assistant to displayman by 
young man 29 years of age, a 
graduate of the Koester School. 
Have had several years exper- 
ience in large department store. 


WANTED 


Salesmen now selling Window Fixtures to 
retail and department stores, who can 
handle our Window Valances, Panels and 
Drape Shades as a side line. We are an 
old established house manufacturing our 
own lines, and the man who is enterpris- 
ing and wants to hustle can make a de- 
sirable and profitable connection. Write 
full information as to territory now cov- 
ered and lines sold. Your letter will be 
treated with strict confidence. 


NATIONAL DECORATIVE CO., 
Camden, N. J. 








CAPABLE DISPLAYMAN DESIRES 


High-Class Display Manager 
with 20 years experience seeks 
voluntary change. Position under 
$5000.00 per year need not apply. 
Gilt-edge reference. Address “T. F.” 

Care DISPLAY WORLD 











Can furnish the best of refer- 
ence as to character and ability. 
Address “E. W.” 


Care DISPLAY 


CHANGE OF POSITION 
to a live department store, as display 
manager. Has had several years’ experi- 
ence as displayman, advertiser and card 
writer, and has some national reputation. 
Can give references and can report about 
June 30th. Address “L. 


WORLD 
Care DISPLAY W ORLD 




















.Mr. Henry’s displays were crowd magnets, and one 
of the most attractive was the center window, which 
revealed a figure in white and colors associated with 
the May festival season. The background consisted of 
a magnificent large feather fan with pure white feathers 
that were spread almost entirely across the window. 
A gorgeous Spanish setting was utilized in another win- 
dow, and the figure dressed to represent an attractive 
Spanish senorita, in a black gown. A May-pole was 
used in the principal display, the court yard of a man- 
sion being faithfully portrayed, with the seated figure 
of a woman on a stone lawn bench, a small dog emerg- 


ing through an iron gate, and a group of children gayly” 


cavorting about the Maypole. 





WILL ATTEND AD CLUB CONVENTION 
E. W. Pinckney, sales manager of Hugh Lyons & Com- 
pany, Lansing, Mich., will attend the London convention 
of the Associated Advertising Clubs of the World as a 
delegate from Lansing, and while in England will make a 
short tour of the Continent. 


PEN DISPLAY DIFFICULT BUT CAN’ BE EFFECTIVE 


IFFICULTY is often encountered in making the jewelry 

store window display thoroughly attractive because of 
the small size of the display space and the fact that many 
of the ‘windows are divided into sections, or elhows. It is 
just such a window that Walter L. Bell, the young display 
manager, in the jewelry store of Thomas L. Bell, at Amer- 
icus, Georgia installs displays that are very attractive. 
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Use of national advertising material is difficult in such 
windows because of the lack of elevation, which is made 
almost impossible by the elbow arrangement, unless’ all 
phases of symmetrical and artistic effect are to be lost sight 
of. The accompanying illustration shows Mr. Bell’s display 
of Sheaffer pens and pencils that not only attracted at- 
tention, but proved a business-getting display. 





Night Effect Cigar Display Artistic 
Indiana druggist accomplishes remarkable results 
in window showing popular brand 


By PAUL J. MORGAN 
Special Correspondent, The DISPLAY WORLD 


HE subtle suggestion that not only human beings, but 

even inhabitants of celestial spheres are pleased with 
White Owl cigars stopped, amused and convinced the 
throngs who pass the windows of K. T. Brock, druggist, 
Indianapolis, Indiana. 

The entire window was given.a blue, night effect, the 
center background being made of midnight blue crepe de 
chine. The moon was painted a pale lemon color shading 
into a light rose on the cheeks and nose and a still deeper 
red on the lips. The happy smile was accomplished by indi- 
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Artistic Cigar Display by A. B. Carr, Indianapolis, Ind. 


cating good-natured wrinkles around the eyes and giving 
the mouth a broad turn upward. A large White Owl cigar 
was skillfully painted with the smoke carried up on the 
outer blue screen to form the name. 

The verse, which was hand-lettered on a shaded blue 
card, and the special lighting arrangements necessary to 
give the window a natural and realistic effect, were also 
accomplished by Mr. A. B. Carr, the display manager for 
the K. T. Brock Drug Co. 

This window, which won first prize in the May window 
display contest conducted by the Indianapolis Star for 
Indianapolis. druggists, produced a decided increase in the 
sales of White Owl cigars and necessitated the purchase of 
a special order to supply the demand. 





SELL HALF INTEREST, CHANGE STORE NAME 


James C. Henderson has sold half his interest in the 
Fowler-Henderson Co., department store, of Auburn, New 
York, to George Fowler, and in the future the establish- 
ment will be operated under the name of the Fowler Dry 


_ Goods Company, Inc. 
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“Essentially Different’’ 


Are the Forms for Fall Display 


In VIEW of the importance in these changes, 
we earnestly suggest due consideration of this 
fact. Whether you are considering the purchase 
of new forms now or later, there is at your ser- 
vice, the resources and experience of many years 
in the creation of correct forms 


* Rlosbey 


F ORMS for the Fall of 1924 Are Now Ready. 
Distinctly revised to conform with the youthful 
effect in the styles for fall, our women’s forms 
will impart an air of charm and dash to any 
display. The coat forms for men embody the 
narrow hips and square shoulders of the popular 
English styles. Changes are too sweeping to 
enumerate here. Complete information, how- 
ever, is now available and will be promptly mailed 
upon request. 


The new forms for fallewill be exhibited at 

the I. A. D. M. convention in Buffalo. See 

the Palmenberg forms or write for complete 
information before buying. 


J. R. PALMENBERG’S SONS, Inc. 


“Creators of Display Equipment for Over 70 Years” 


63-65 WEST 36TH STREET, NEW YORK 


BOSTON CHICAGO SAN FRANCISCO BALTIMORE 
26 Kingston Street 204 W. Jackson Blvd. 11 First Street 122 W. Baltimore Street 
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Perfection in Window Display Service 
Al Ny 


OUR GOAL 

































































































































































At this time—the holding of the. 27th Annual Convention of 

Display Men, it is fitting that we announce the strides we have 

taken to reach our goal. If you are not familiar with the Adler- 
Jones Kind of Service we urge you to investigate 




















* —Qur New Factory 


to give better service. 


—Our Service Dept. 


which is solving customers 
Display Problems. 








—QOur Research Dept. 


which is’analyzing the Dis- 
play Problems of the var- 
ious parts of the country. 








—Our Catalog 


which is the source of Dis- 
play. Ideas for our 50,000 


satisfied..customers. 





—QOur Guarantee 


which absolutely protects 
you. 




















Meet Us at the I..A. D. M Convention 
Buffalo, 66 99 June 
N. Y. Space F 23-24-25-26 | 


THE ADLER-JONES COMPANY 
649 South Wells Street, - - - CHICAGO 
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